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No Waste 
Experiment 


thousands upon thousands 
of satisfied Ponton Lists- 
users attest to results 


No Waste 
Circulation 


addressed directly to 
specific names 
for good reasons 


No Waste 
Expenditure 


every name a “‘live”’ 
prospect, constantly 
counter-checked 


PONTON 


..knows Your Prospects...by name! 


WRITE FOR FREE CATALOG! 


W. S. PONTON, Inc. 50 €. 42 St. 
New York 17, N.Y. MUrray Hill 7-S311 


Prod. Plant—44 Honeck St., Englewood, N. J. 
Phone: ENglewood 4-5200 


Ay eam a 


Sea 


Ais 


On the highway to results You have easy riding when 
you address your prospect directly—by name. The only 
media vehicle that follows this route is ,’Direct Mail.” 


Along this name-paved way you'll pass competitors 
with slower methods. A letter is the “one way” to get 
there without hitting a “dead end” street. 


The name on the letter is carefully chosen for this 
particular product, service ... need... offer, part of 
a well-planned campaign to assure interest. Chosen 
from a Ponton custom-compiled list, backed by Ponton 
research which verifies each name to be up-to-date 
“live.” Pick any combination of names from the hun- 
dreds of possibilities in the catalog. Ponton’s com- 
plete service of inserting, folding, mailing acts like 
your direct mail dept. Names on list forms, gummed 


labels, cards — or on your own mailing piece. 


DIRECT {mail) CONTACT MEANS DIRECT (sale) RESULT! 








THEY* USED TO USE 
HANDS TO DO THE IN- 
 SERTING MAILING 


NOW THEY USE 
LABOR-SAVING 
MACHINES 


INSERTING & MAILING 
MACHINE Prepares 3,500 to 4,500 Units 


per Hour Slashes Payroll Costs ... Reduces Overhead 
Cuts Cost up to 80% 


No wonder inserting was once the most costly, time-consuming part of prepara- 
tion. As long as it was done by old-fashioned hand methods, it had to be. But 
today thousands of mass mailers use a machine to do the work. 


Only one piece of equipment is capable of complete mailing preparation. This 
is Inserting & Mailing Machine. It picks up and gathers as many as eight enclo- 


sures ... inserts them in envelope ... seals . . . meters postage or prints postal EQUITABLE LIFE AssuUR- 
indicia counts stacks ANCE SOCIETY OF THE 
i. ee UNITED STATES . .. “Insert- 


As always, when machines replace hand labor, savings are tremendous. More, ing & Mailing Machine 
resulted in savings of many 


the new speed, ease and flexibility of mechanized mailing make for wider and thousands of dollars, com- 
more profitable use of the mails . . . contribute to new sales and profit. pared to manual insertions.” 


WIDER HORIZONS WITH MECHANIZED MAILING 2 oe oe oe oe oe oe oe eee ee ee 
INSERTING AND MAILING MACHINE CO., 


fe wee res klet ee A oe } PHILLIPSBURG, NEW JERSEY 
others . . . details today’s trend toward broader use of the ' 
mails . . . documents the facts and figures of mechanized 70 a WITH 
mailing. To receive your copy without cost or obligation, WW) 0) We'd like more information about Inserting & 
use the convenient coupon. / j Mailing Machine. 
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i Individual 
INSERTING AND MAILING MACHINE CO. ~~ Firm 
' 


PHILLIPSBURG, NEW JERSEY 
| Address 


CounTs & sTaces ' 
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COUNSEL 
RESEARCH 
PLANNING 
ART 

COPY 
PRINTING 
LISTS 
MAILING 


fact is, every- 
thing needed for a 
complete and suc- 
cessful sales pro 


motion and direct-mail 
advertising campaign 
is created and pro 
duced under one 
roof . one 
responsibility 
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Creative and produc- 


tion know-how 


seasoned by 35 yeors 





of experience. An 
organization of 
112 persons 
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Complete direct mak sence 
THE FOLKS on GOSPEL HILL 


a division of 
THE JAY H. MAISH COMPANY 
Advertising Agency 


MARION . OHIO 


Just this year (January 1954) he be 
came vice president of Patriot Life In 
surance Co., | Park Ave., New York 
16, N. Y. 

During his career in insurance, Art 
has used tons of direct mail. His ad 
vertising campaigns have won a bak 
ers dozen of national awards for com 
petence and merit. Art and his wife, 
Florence, have established eastern res 
Phillips Lane, Darien, 
where they have room to 


, 
idence at 22 


(Conn, 


entertain five grandchildren resulting 
from the marriages of their two daugh 
ters and one son. 


You'll be hearing more about the 
fellow from Cincinnati in the days to 
come. When you meet him, if not 
already yet, you'll find him friendly 
and easygoing . . . and full of steam 
about the present and future of direct 
mail, This reporter wishes his adminis- 
tration smooth sailing. 


SUPPLEMENT TO “HOW TO THINK 
ABOUT INDUSTRIAL DIRECT MAIL" 


Because of space limitations, many worthwhile contributions to last month’s “How To Think 
About Industrial Direct Mail” had to become victims of editorial scissors. But as a supplement 


the industrial study were presenting two of the best this month 


Newton D. Baker's 


excellent outline beginning on page 15, and the following opinion which was received too 


late for September press time 





Reporter's Note: Jim C. Sarayiotes is adver- 
tising manager of JFD Mfg. Co., Inc., 6101 
Sixteenth Ave., Brooklyn 4, N. Y. He was 
away on an extended field trip and didn’t 
get a chance to give us his opinion of in- 
dustrial direct mail until too late for the 
September issue. We think the ideas are too 
good to be buried. They apply to all types of 
direct mail. So read this, and we'll add 
it to the booklet reprint of the industrial 
study 





Let's 
Consumer direct mail advertising 
left its counterpart, industrial direct 
mail advertising, at the post many long 
years ago in quality and effective 
ness of presentation. “Tis’ true tis’ pity 

tis’ pity tis’ true,” to quote Shake 
speare’s Polonius. 

Industrial direct mail believes in do 
ing it the hard way. It’s technical 
enough in fact, it’s so technical that 
it's practically devoid of that rare com 
modity known as imagination. The in- 
dustrial copywriter runs barefooted in 
the conception and preparation of the 
literature. The art director is called in 
simply to be told to dress it up fast 
and get it down to the printer. 

Talk about how to think about in 
dustrial direct mail! Many of us 
dont even think about it, let alone fig 
ure Aow to think about it. 

Why take up precious ink and white 
space telling you about some bad ex 
amples of industrial direct mail? 
we know them when we see them, 
and brother do we see them! Enough 
of this “destructive” criticism and more 
of the “constructive.” 

First, let’s throw away the rule book 
ind start from scratch. The opinions 
that follow bear no resemblance to any 
character living or dead except to Old 
Man Experience. 


1. Format. It’s high time we got 
off the ground by producing fewer of 
the Model T mailings made up of the 
standard 84%”’x11” letter, circular, and 
business reply card or order blank 
with envelope. This moth-eaten indus 
trial direct mail mold has two strikes 
against it from the start because we 
have received so doggone many of 
them. We are tired of leafing through 
them, not to mention looking at them. 
Let’s have more fancy folds, more cut 
outs, more gadgets, more free samples, 
different textures of stock, more atten 
tion-getting devices. Sure, they cost 
money. But for an additional ha’penny 
or so you can triple the stopping pow- 
er of your mailing to the 28-hour a 
day business man, executive, technician 
or engineer. Lest we forget, the de 
sired end is worth the means. 

The JFD Manufacutring Co., Inc. 
of Brooklyn (world’s largest TV an 
tenna manufacturer) likes to break 
the rules often. A four-color post card 
lightning 


arrester display to its 2200 wholesale 


mailing promoting a new 


electronic parts distributors cost double 
the previous similar promotion but 
quadrupled orders. 

\ twelve-fold greeting card type 
mailer, announcing the birth of a new 
antenna, pulled sales like a forty mule 
team not because it was an elab 
orate, expensive job but because it was 
so novel and different it tickled the 
buyer's fancy and eventually his pock 


etbook. 


Burton Browne of 


2. Color. Dr. 
Browne Advertising recently griped 
that industrial advertising men are sis 
sies because they insist on using red in 


color ads. If you don’t believe him, 
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thumb through that growing stock of 
mailing pieces on your desk and see 
for yourself. 

Three years ago, JFD saw the hand- 
writing on the wall and sleek, sexy 
cerise became the company color. 
Tongues were loosened in ire and sur 
prise and so were the purchase 
strings. Cerise now adorns every JFD 
advertisement, mailing piece and dis 


play. 


3. Art. Oh death! where is thy 
sting? If the caliber of art (and | 
use the word advisedly) used in indus 
trial direct mail is indicative of ad 
vanced American Advertising Art 
wha’ happened? Are business condi 
tions that tough that the office boy 
is doing the illustrations and mechan 
ical during his lunch hour? Shoddy, 
amateurish art is industrial direct mail’s 
Public Enemy No. |. Penny-wise and 
pound-foolish! | repeat, penny-wise and 
pound-toolish. What kind of impres 
sion does a shabbily-dressed salesman 
make on you? Need more be said? 
Let's pay a little more for creative lay 
out and art to put across the sales mes 
sage. An intriguing presentation of the 
industrial product's virtues invites 
readership, enhances company pres 
tige, elicits inquiries, achieves brand 
recognivion. 

At JFD, we employ two art direc 
tors and tour artists tor the conception 
and preparation of industrial direct 
mail literature and package design. 
JFD literature recipients can expect to 
see anything from antennas floating 
against a nimbo cumulus sky to a palr 
of five-month-old twins looking at each 
other with a quizzical expression on 


their taces. 


4. Mailing Frequency. There is no 
yardstick to determine the number of 
mailings per week or month than can 
produce the highest returns. It varies 
according to industry, season and mar 
ket. Here, experience is your best 
teacher. Try everything once. Then 
when you find the tormula, stick to it, 
but not forever. Switch the formula 
every once in a while just so you do 
not fall in a rut. 

In the television antenna and acces 
sory business, things drop stone cold 
dead in the market during June, July 
and August. Yet mailings during these 
‘horse latitude” months by JFD often 
pull in welcome orders. 

Industrial direct mail men _ arise! 
Cast off the shackles of days of yore 
and let your imagination fire your 
technical presentation of your com 
pany's wares. Let's ive it up with 


some oft beat on target direct mail, 
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Cupples Personalized enve- 
lopes really speak 

for themselves. They talk 
loudly and 

proudly about the increased 
returns they can 

lend to your mailingss Stop 
at our D.M. A.A, 

Convention Booth No. 35 at 
the Statler in 

Boston and let us talk to 
you about Cupples 


Personalized envelopes. 


envelope co., ine, 
360 Furman Street + Brooklyn 1, New York 


Offices in Boston, Washington & Philadelphia 








MAIL WITH 
CONFIDENCE! 


IN CHICAGO AND 
THE MIDWESTERN AREA 


Yes, at Lemarge you can mail with confidence 
that your schedules will be met that your 
job will be expedited and handled just the 
way you want it 


Folding inserting (hand or machine) 

sorting addressing premiums all 
your work will be done with the most modern 
equipment available and under intelligent 


supervision 


For you, this adds up to SPEED... . ECONOMY 

QUALITY. Phone today or, better still, 
come down and inspect our facilities for it 
seems that almost every time this happens, 
we add still another customer 


Write or phone 
for details! 


E company 
417 S. Jefferson Street 


@illasrel ? illinois 
aitelil Shalelddl CUA 














pe P ACR TM ERT 


<< 











We welcome your direct mail ideas and news items for this department. Send al! materia! to 
Short Notes Department, The Reporter of Direct Mai! Advertising, 224-7th St., Garden City, N.Y 

















[) WE’VE ALWAYS LIKED Grey Mat- 
ter, hm. of Grey Advertising Agency, 
Inc., 166 W. 32nd St., New York 1, 
N. Y. September issue was a four-page 
treatise to get businessmen to read fast- 
er, pointing out that our reading takes 
too long — we absorb too little. Jim 
Duffy, assistant advertising manager of 
Sylvania Electric, sent us the piece, com- 
menting that while the premise was good, 
Grey Matter offered no suggestions for 
writing for easier reading. We've always 
tried to make our notes here short. After 
hearing from both Jim Duffy and Grey 
Matter, we'll try to make ‘em even 
shorter. 


ddd 


[) LOOKING FOR A HOOK TO PUT 
INTO A CAMPAIGN? You can create 
one literally by using Hook-Pak, a safe- 
ty fish hook packet that can be imprint- 
ed with your message on one or both 
sides. Six of twelve-hook packs are avail- 
able from Hook-Pak Co., 39 Plymouth 
Ave., N.E., Grand Rapids, Mich. Good 
gimmick for mailings to sportsmen. 
Write to Kenneth B. Maatman for quan- 
tity prices. 


A DIE-CUT POP-UP, with recip- 
ient’s mame personally typed to tie in 
with the opening headline, is used in a 
small booklet explaining the services of 
Hayden Ricker Associates (direct mail 
consultants), P.O. Box 1466. Tampa 1. 
Fla. Booklet explains how to use a d.m. 
counsellor, and offers to answer specific 
questions about H.R. services. 


A CHANGE OF PACE is what di- 
rect mail needs most . . . is the opinion 
of Claude Grizzard, Jr., of Atlanta, Ga. 
We were talking to Claude recently and 
he told about a campaign down in At- 
lanta for the Chamber of Commerce. 
Claude thinks that too many mailers 
(such as the big magazines) make their 
stuff look too much alike. Constant re- 
ceipt of similar looking pieces satiates 
the recipient and too many pieces 
go into the wastebasket. So Claude origi- 


nated a series of some 21 letters for the 
Chamber of Commerce. Each letter was 
on the letterhead of a prominent Atlanta 
member and, of course, enclosed in his 
envelope. Recipients were barraged over 
a year’s time with mail from 21 differ- 
ent sources and all looking different. 
Result was a 50% increase in member 
ship. 

— 
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}] OFFSET PRESS USERS may be in- 
terested in a small folder offered by 
Margaret Howard, P.O. Box 242, G.P.O.. 
N.Y.C. Contains suggestions for solving 
a number of offset press problems. Mar- 
garet will send you a copy if you'll send 
her a self-addressed, stamped envelope. 


JJ) 


[j TEST ON ENVELOPES: The TB 
and Health Society of Wayne County, 
Detroit, Mich., conducted an envelope 
test on its third follow-up to people who 
had not donated for their 1953 Christ- 
mas seals. On a 50,000 mailing, half 
were enclosed in a regular, window per- 
mit paid envelope with only a plain 
corner card. Half were mailed with red 
teaser copy under corner card. In a 
boxed border was this wording: “The 


enclosed message is routine, important, 








QUIZ OF THE MONTH 


How many of you can guess the name of the 
character shown here? He is a prominent di- 
rect mail man and you can’t miss him in a 
crowd at the Direct Mail Advertising Assn. 
conventions. If you can’t guess successfully, 


turn to page 45. 
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The inside story of 


the list business #25 


In 1945 a whole new type of mail order business got 
underway and has flourished to the extent that the total 
number of mail order customers in the field is well over 
10,000,000. This is a sizable market to develop from 
scratch in a relatively short period. The story of how 
it happened is a tabulous one. 


At the end of World War II, a New York dress manu- 
facturer decided to sell original designs by mail. That 
is, the dresses to be sold were not available in stores. 
Prior to this, women’s wearing apparel had been sold 
by large retail mail order operators like Sears and Wards, 
and by specialty shops like Lane Bryant, but the idea of 
offering original and specially designed styles to women 
by mail had not been done before. 


A Double Gamble 


So here was a manufacturer deliberately doubling the 
= element of risk in his chances for success. Not 
x ‘> only would he have to find out if originally 

designed dresses could be sold by mail, but he 
had to gamble on what styles would be popular with 
the American woman. 


Because he was the first to experiment in this type of 
mail order selling, he had the field to himself for a 
short time and accumulated about a million customers. 
The operation became so big that it split up into several 
similar operations. Other manufacturers and companies 
having access to style apparel also jumped into the field 
and pretty soon there were dozens of companies selling 
women’s fashions by mail. Not all, however, sold origi- 


nal designs. 


Fashion Fans 


This new method of selling piled up such a loyal fol- 
lowing that women enthusiastically sent for the catalogs 
of a number of companies and became customers of sev- 
eral. This very intensive interest, however, makes her an 
unusually good mail order prospect. Duplication can be 
avoided to a great extent by the users of these lists if 
care is taken in the selection of the lists and by skillful 
scheduling of the mailings. For instance, two of the 
largests lists represent entirely different markets. One 
was secured mainly from ads in the mail order news- 
papers and the movie and romance magazines. Thi 
other was secured from the fashion magazines plys-sagre 
of the women’s service publications. The qual- *, 

ity varies according to the media used to get ™ 

the customers, the efficiency of the list main- 
tenance department, the date at which an inactive ciis- 
tomer is dropped, whether C.O.D. refusals are checked 
out, whether duplication and nixies are removed regu- 
larly and so on. 


—_ 


Lists in the wearing apparel field can be divided rough- 
ly into seven groups. The first and largest represents 
those companies who sell dresses by mail only and who 
have no retail outlets. Active buyers in this category 
total 6,889,000. The largest list in this group totals 
2,300,000 and the smallest 75,000 active customers. 


The next largest category numbers 2,726,000 customers 
of specialty shops who also have mail order depart- 
ments. For instance, two represent manufacturers 
who specialize in maternity and large size clothes. A 
couple belong to department stores who have lists of 
their charge accounts and one is maintained by a coat 
manufacturer who bolsters his retail outlets offering 
booklets direct to the customer. 


Slimmer and Slimmer 


Next comes a group of 848,000 buyers of bras and 
girdles. Many of these lists also represent 

women who want to appear slimmer so that 

there is some self-improvement angle here. 


The fourth group totals 628,000 buyers of uniforms by 
mail. This group differs from other apparel groups in 
that all these women have jobs — they are not house- 
wives. They are beauticians, nurses, waitresses, doctors’ 
and dentists’ assistants, dieticians, and so on. The uni- 
form, however, is no longer a pure utility garment. It 
is made to appeal to style conscious women who work. 


he fifth group includes 807,000 buyers of lingerie, 
hose, »louses and accessories. Then, unexpectedly, a num- 
ber of shoe manufacturers have been able to sell by mail 
successfully. This group totals 430,000 active customers. 


Helping Balance Budgets 


The last category is somewhat unusual because the mo 

tive of the purchaser was different. This is a group of 
556,000 buyers of used clothing. These lists have their 
uses. They produce good results for any mailer f } 
who wants to reach women with low incomes 

but who are interested in ways of keeping with- @ wo 
in their budget and of increasing their income. gi. 


The grand total of customers on these lists is 12,894,000. 
Women who have confidence in buying by mail such 
highly personal things as dresses, girdles and shoes can 
be considered the ideal mail order buyer. Moreover, she 
can be classified by income, education and age. This 
fashion field is too large and responsive for you to over 
look, so let us work with you in selecting the right lists 


for you to test. 


President 


NAMES UNLIMITED, INC. 


352 Fourth Avenue MUrray Hill 6-2454 N. Y. 10, N. Y. 


Charter Member National Council of Mailing List Brokers 


OUR 26th YEAR IN THE LIST FIELD 
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IT 
TAKES 
9 two 


DISPLAY ADVERTISING 


* AROUSES INTEREST 
* CREATES PREFERENCE 





DIRECT MAIL 


* GETS PERSONAL ATTENTION 
© TRIGGERS ACTION 


After your prospect has been convinced 
by DISPLAY ADVERTISING, he still must take 
one giant step. He must act. A personal- 
ized mailing piece direct to his desk, in 
conjunction with a display campaign, is 
a powerful action getter. 


McGraw-Hill has a Direct Mail Division 
ready to serve you with over 150 spe- 
cialized lists in the Industrial field. 


To get your copy of our free inousTRIAL 
DIRECT MAIL CATALOGUE (1954) containing 
complete, detailed information about 
our services, fill in the coupon below 
and mail it to McGraw-Hill. 


Do it now! The best advertising programs 


ore planned well in advance. 





Mc GRAW-HILL 


DIRECT MAIL LIST SERVICE 














Direct Mail Division, 
McGraw-Hill Publishing Co., Inc. 
330 West 42nd $t., N. Y. 36, N.Y. 


Please forward my free copy of the McGraw- 
Hill “industrial Direct Mail Catalogue.” 


Nome _ 





Compony __ 





Address 

















urgent.” The “urgent” was check 
marked. Frederick Zimmermann, of the 
Cupples-Hesse Corporation of Michigan, 
passed along to us the results. The en- 
velope bearing the teaser copy produced 
29% more returns than the plain enve- 
lope and 32.5% more dollars . . . with 
a larger average contribution from the 
teaser copy envelope. 


— 
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(] CONGRATULATIONS TO TWO 
POSTMASTERS! O. N. Bruck, Post- 
master in Austin, Texas, has been writ- 
ing personal letters to large mailers ex- 
plaining the advantages of zoning and 
offering to help correct mailing lists, so 
far as his office is concerned. He picks 
the names from mail received at the 
Austin office without proper zoning. His 
cordial letters have made a hit. Garden 
City has a new Postmaster, Abbot L. 
Dibblee, and he has started out well by 
following the ideas of Bill Woodard of 
North Chicago. Mr. Dibblee is sending 
well-written and interesting letters to the 
commercial patrons. A_ recent bulletin 
emphasized that most first class letters 
are way under one ounce. Could very 
easily carry an extra business-getting cir- 
cular. 


eed 


JUMBO CARDS containing a per- 
forated return post card have been used 
for a number of years by mail order 
people. We think the Wall Street Jour- 
nal started the idea. The Reporter has 
used lots of them. But recently a New 
Jersey Postmaster held up a large mail- 
ing of this type of card claiming they 
were unmailable because of an address 


showing on both sides. (These cards 


usually measure about 8%” by 7%” 
with the return perforated post card 
occupying about 4%” by 3%” at 


the bottom left of the address side). 
After considerable negotiations, the Post 
Office Department agreed to allow the 
cards to go through as they have in 
the past, providing the return address 
is on the message side. If any of you 
get into trouble with your local post 
office, get in touch with The Reporter. 


eee 


MAILING LIST CONTROL: We 
have had the privilege of inspecting a 
22-page manual outlining the mailing 
list control system recently established 
by the Worthington Pump Corp., Harri- 
son, N.J. The system involves Elliott Ad- 
dressing Machines with large 
having 200 individual selector positions. 
The manual was designed so that all 
district offices and salesmen are acquaint- 
ed with the procedure and can help in 


stencils 


keeping the list up-to-date. Much of the 
preliminary copy describes how direct 
mail is important to the sales force. We 
recommend that the advertising manager 
ef Worthington (or his direct mail as- 
sistant) be invited to the next Industrial 
Advertisers convention to show how lists 
can be systematically controlled. 


e@ee 


GOOD TIE-IN: In the wake of hur- 
ricanes “Carol” and “Edna” last month, 
Hub Mail Advertising Service, Inc., 79 
Cambridge St., Boston 14, Mass., tried 





MASA 


to boost convention  attend- 
ance with this timely post card . . . urg- 
ing recipients to “Come To New Eng- 
land While It’s Still Here!” 


—_— 
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[) A BIG CAMPAIGN TO CLOTH- 
ING STORES is boosting a “novel” 
promotion kicked off last month by sock 
manufactyrers Rudin & Roth, 1225 
Broadway, New York 1, N.Y. A 25¢ 
Pocket Book is enclosed in every 4-pair 
package of R&R boys’, misses’ and men’s 
socks. Book titles are selected for each 
age and sex category. With an extensive 
d.m. campaign underway, R&R hopes to 
sell one million sock-book packages by 
the end of the year. 


eae 


[) DIRECT MAIL COST ESTIMAT- 
ING is made easy with a compact slide 
chart offered by Columbia Envelope Co. 
for only 25¢ postage and handling cost. 
The Columbia Calculator gives quick es- 





plates, 
presswork, envelopes, folding, addressing 
and mailing. Average figures are taken 
from production methods being used in 
all parts of the country. The Calculator 


timates for typesetting, 


paper, 


also offers some helpful direct mail 
planning suggestions, and has printed 
pica and inch rules for handy figuring. 
Columbia’s address 2015 Hawthorne 


Ave., Melrose Park, Il. 
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August 27, 1954 


Mr, E. W. Proctor 
Guild Compeny 

160 Engle Street 
Fnglewood, New Jersey 


Dear Ed: 


It would be interesting to give you a few of the essential facts 
about our lists end esk you to prepare descriptions of then. 


The chances are they would lose something in the trenslation 
and not present a true picture until they had been checked gnd 
edited by us. 


For meny years we es mailers have wondered about the cere with 
which some of the information we receive has been prepared. How- 
ever, I feel that the plan you are now using of having descriptions 
"certified" by list owners is e sound one and that it will avoid a 
lot of the pitfalls that have worried us in the past. 


In other words, I now have added confidence in the information you 
send which is marked "certified" because I know that it has already 
been checked at the source for accuracy. 

Cordially yo 


Ss) 9 : OE 


E, E. Frederick 
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WHAT IS THE BEST WAY for an 
intelligent, aggressive young fellow to 
work his way into bigtime direct mail? 
Where should he start looking? That is 
a question often asked this reporter . 
and it is difficult to answer. For the best 
answer to this problem sent to us by a 
Reporter subscriber, we will send (with 
our compliments) a boxed set of the 
Reporter's Miniature Direct Mail Train- 


ing Program. 


eee 


WHAT A TESTIMONIAL! When 
James Gray, Inc., 216 E. 45th St., New 
York 17, came out with their “Executive 
Type” letters and mailed them third 
class . . . the post office kicked, claim- 
ing they were subject to first class rate 
because they were “typewritten.” Fact 
was, the letters were printed on a press 
from special monotype mats and filled- 
in with IBM 
match. Even postal inspectors couldn't 
tell the difference . . thought they were 
individually typed. The complete story 
is told in a neat portfolio titled Evidence 
Write to president Ed Mayer and ask 
him for a copy. The letters are terrific! 


electric typewriters to 


HUNTER COLLEGE, 695 Park 
Ave., New York 21, N.Y., has insti- 
tuted a new course in creative direct 
mail. Primarily a writing course, the 
emphasis is on sales letters and correct 
thinking in terms of customers’ needs 
and problems. No textbooks are used. 
Students bring actual samples from their 
own business operations which are an- 
alyzed by instructor M. A. Pollen. The 
15-week, two-hour Thursday evening 
sessions which began September 16 have 
been limited to 20 students. 


THE FOREIGN MONEY IDEA has 
popped up again (see Short Note in 
January Reporter, page 13). Rick Mar- 
rus Associates (advertising), 192 Lex- 
ington Ave., New York 16, N.Y., used 
it for a succcessful folder created for 
Donald Edwards, manufacturers’ 
representative. A 50,000 German mark 
note was inserted in the folder with 
headline: “If You Prefer Real Money, 
Not This Stuff, We've Got Some Ideas.” 
Although the idea is an old one, it still 
created a lot of favorable comment from 
Edwards’ prospects. 


client 


eee 


CONGRATULATIONS to Basic Re- 
whose “Big Business” 
campaign won awards from both the 
Freedom Foundation and the Saturday 


fractories, Inc., 


Review of Literature for distinguished 
institutional advertising in 1953. Their 
series of 13 space ads illustrated the big 
contributions Big Business has made 
which in turn has made the U.S. the 
most prosperous nation in the world. 
They've reprinted the 13 ads in an in- 
teresting booklet titled Wishing For The 
Old Days. You can get a copy by writ- 
ing to BR at 845 Hanna Building, Cleve- 
land 15, Ohio. 


eae 


HERE’S A LOW-PRICED POCKET 
PRINTER designed specially for sales 
personnel. Would make a good prem- 
ium for mailings to salesmen or others 


bad 


who could use a portable endorsement 
stamp. Producer of the stamp, The Wel- 
lington Organization, 953 W. Belmont 
Ave., Chicago 14, Ill., says it comes in 
either plastic, leather or metal case. 


eed 


HAPPY TO SEE National Broad- 
casting Co.’s Western Div. walk away 
with a DMAA “Best of Industry” award 
for their unusual sales letter campaign. 
When we first saw the clever letters last 
June, we thought they were good 
printed three of them on page 


31 of 
that issue. The DMAA award confirms 


our belief. Congratulations to NBC's 
Hollywood promotion dept. which cop- 
ped DMAA awards two years in a row. 


A GOOD IDEA FOR ALL CON- 
VENTION PLANNERS: One of the 
highlights of the Financial Public Rela- 
tions Assn. 39th Annual Convention in 
Washington, D. C., on Sept. 26-30 was 
a daily “School of Advertising” .. . 
opening each day’s session. The “School” 
presented a complete general course in 
advertising planning, copy, art, media 
and testing with well-known “in- 
structors” taking over the class. “Plan- 
ning and Research” was handled by 
Donald B. Armstrong, v-p of McCann- 
Erickson, Inc.; “Copy” by John Caples, 
v-p of BBD&O; “Layout and Design” by 
Anderson F. Hewitt, v-p, Kenyon & 
Eckhardt, Inc.; and “Media and Testing” 
by Printers’ Ink scribe Aesop (George 
L. Miller) Glim, v-p of R. T. O'Connell 
Co. Congratulations to the FPRA for 
their innovation which other convention 
planners should blueprint for their own 
organization meetings. We hope “Schools 


of Advertising” will become a trend that 


will put more usefulness into many 


confabs. 


“ee 


SPEAKING OF SCHOOLS 
Northeastern University’s Evening School 
of Business in Boston began its annual 
16-evening direct mail course on Sept. 
29th. One of the most popular courses in 
the university's Business Training Pro- 
gram, the direct mail classes will again 
be under the guidance of Nate Wein- 
stock, advertising manager of Chilton 
Greetings Co., 147 Essex St., Boston 11, 
Mass. As it was last year, the course is 
planned for young people interested in 
direct mail as a career as well as ad 
veterans who want to learn additional 
methods of increasing direct mail results 
Nate’s 20 years’ direct mail experience 
makes these Northeastern sessions some 
of the best direct mail training available 
in the East. 

— 
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EDWARD LEFLER of Publishers 
Consultants, Inc., 2500 W. 6th St., Los 
Angeles 57, Calif., has donated a gift to 
the University of California in memory 
of the late Mark Rashmir, son of Rose 
Rashmir of Market Compilation & Re- 
search Bureau. Ed’s gift has established 
the Mark Rashmir Traveling Award in 
Marketing which gives an outstanding 
University of California student the op- 
portunity to travel during the summer 
and visit actual operations for their 
study of Marketing. 
Marketing career was ended sadly by 
his untimely death in January. 


Mark’s promising 


ALL-STAR is the monicker given to 
this new-improved automatic feed dupli- 
manufactured by the Dupli- 
Company. Over 1,377,000 con- 


cator 
catory 


tinuous copies were run without operat 
ing failure to test its many new features. 
For complete information, write to Dup- 
licopy at 224 W. Illinois St., Chicago 
10, Ill. 
_— 
ode 
FULFILLMENT CORP. OF AMER- 
ICA, Marion, Ohio, had to triple their 
staff this month to handle what is re- 
ported to be the world’s largest mailing 
ever undertaken by a private mailer. The 
job, for Pillsbury Mills, Inc., Minne- 
apolis called for inserting 175 million 
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premium coupons into envelopes and 
mailing them to 29 million nation-wide 
homes. To handle the gigantic job FCA 
had to move most of their operations 
to an entire building at 280 N. Main 
St., Marion. 


— 
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}) FIRST MONTHLY MEETING of 
the Advertising Club of Washington's 
“Direct Mail Clinic” was held on Sept. 
22nd at the Hotel Burlington, in Wash- 
ington, D.C. First session was devoted 
to “Meet Your Postmaster” ... a dis- 
cussion of the twenty most asked ques- 
tions about postal regulations and the 
ten most violated regulations. Purpose 


of the clinics is to provide answers to a 
multitude of d.m. problems. Larry Bret- 
ner of American Aviation Publications 
is chairman. For information write to 
Advertising Club of Washington at 1150 
Ist St., N.W., Washington, D.C. 


_— 
eee 


[) THE DEPARTMENT OF AGRI- 
CULTURE has many direct mail prob- 
lems. It is possibly one of the largest 
direct mail users in the world . . . with 
something like 1,400 different types of 
questionnaires going out to various seg- 
ments of around ten million names an- 
nually. Recently the Department asked 
for counsel on how they could make 
their questionnnairing techniques bet- 
ter . . . so the Direct Mail Advertising 
Assn. has appointed a voluntary liaison 
creative committee to work with the De- 
partment of Agriculture. Arthur (Red) 
Dembner, of Newsweek, is the chair- 
man and he has enlisted the help of a 
distinguished group of research-by-mail 
experts. A meeting was held at the New 
York Advertising Club and you will be 
hearing more about this project in the 
near future. 


WHAT HAS HAPPENED to the 
Better Letters Assn.? That is a question 
which has popped up several times re- 
cently. Bob Ramsay, of Brainard, N.Y.., 
furnished the answer. The Better Letters 
Assn. was really started by Mr. Rasley, 
of the Norton Company, Worcester, 
Mass. It was made up of correspondence 
supervisors. Shortly thereafter the Direct 
Mail Advertising Assn. was started (in 
1917) and Bob Ramsay and others 
thought there was little use in two or- 
ganizations pulling at different direc- 
tions. So around 1919 or 1920 the Bet- 
ter Letters Assn. was affiliated with the 


OCTOBER, 1954 


DMAA. For a number of years there 
were separate Better Letters departmen- 
tals at DMAA conventions, but gradual- 
ly the name itself faded out of the pic- 
ture. So much for direct mail history. 


eee 


[] HUMAN MOTIVATIONS get the 
once-over in a new booklet dealing with 
the social science approach to advertis- 
ing. Titled Increasing Sales Through Ad- 
vertising Based On Human Motivations, 
it’s published by Weiss & Geller, Inc. 
(advertising), 400 N. Michigan Ave., 
Chicago. The title scared us, but we 
found the inside interesting reading. 
Plenty of case histories sprinkled with 
sidelights and anecdotes. 


— 
ode 


LOCAL THEATRE” is _ the 
cover headline on clever Texaco folder 
mailed to dealers to promote cooperative 
Texaco Dealer movies. An arrow pointed 
from the headline to a small die-cut 
stage. Pulling back the stage’s die-cut 
curtains, dealers saw the reflection of 
themselves from a mirror-like sheet at- 
tached to inside the folder. A dramatic 
“You” approach. 


_ 


ead 


INDUSTRIAL GERMANY is get- 
ting back into the promotion swing with 
beautiful printed promotion reminiscent 
of their graphic arts prowess prior to 
World War II. Peter Dick, manager 
of Bellevue Laboratories, Inc., 30 W. 
15th St., N.Y.C., sent us a handsome 
four-color booklet he received which pro- 
moted the Leipzig Fair held last month. 
Despite copy well-sprinkled with pats on 
the back for USSR’s part in the fair, 
we've got to admit that the booklet was 
tops as a printing job. 


$7) 


(1) INSERT-O-MATIC is the name of 
this automatic table model envelope stuf- 
fer. At speeds up to 3,000 per hour it 
inserts single or multiple enclosures into 
standard envelopes from No. 6 to No. 


an 


10 size. Price: $795.00. Write to manu- 
facturer, Printing Devices, Inc., 1705 N. 
25th Ave., Melrose Park, Ill., and ask 
for their detailed brochure titled Does 
The Work of Five Girls. 


[) CANADIAN ADVERTISERS AND 
MEDIA MEN are missing one of their 
best-liked business friends these days. 
When Marketing joined the Maclean- 
Hunter group last month, associate pub- 
lisher Margaret Brown announced her 
retirement. After many years of direct- 
ing the Canadian advertising bible, Mar- 
garet is now leading a life of ease. All 
of her many friends wish her well. 


JJd 


THE ARCHITECT’S SKETCH pic- 
tured here shows the glassed-foyer which 
will welcome visitors to a new $3,250,- 
000 Ditto, Inc. plant in Lincolnwood, 


N Yirre 


Ill. With attractive reception area and 
duplicating products showrooms, the 
foyer will adjoin 290,000 square feet of 
engineering and manufacturing facilities. 
The new building will be completed late 
in 1955. 


A NEW GADGET worth investigat- 
ing for a gimmick mailing is called “Snap 
On”, The Automatic Disc Dispenser for 
Bingo Fans. Twenty-four plastic discs on 
a small rod snap in positions one at a time 
by pressing down on the rod. The tricky 
Bingo scorer is 4° x %4". Distribution is 
being set up in chain drug and variety 
stores where it'll sell for 39¢ but it might 
make a good imprinted d.m. gadget. 
Write to inventor Stephen Korpanty, 
president of Wonder Associates, Rose- 


dale, L. I., N. Y. for bulk prices. 


ANOTHER TRICKY ITEM worth 
mentioning is the “Stamp-O-Pen”, a 
unique import from Europe. It’s a foun- 
tain pen with a built-in personal rubber 
stamp for name and address. Sales dealer 
J. R. Hursey, 326 W. Park Ave., Pleas- 
antville, N. J., reports the “Stamp-O- 
Pen” has done well in mail order cata- 
log sales. Price: $5.95 . . . with quantity 
discount. Mr. Hursey offers glossy photos 
and additional advertising material to 
mail order operators who might be in- 
terested in “Stamp-O-Pen’ on drop- 
shipment basis. 


JAMES B. STANTON writes from 
Mexico City to tell us about the Associa- 
tion Mexicana de Agencias de Publicidad 
of which he’s president. The organiza- 
tion is the Mexican version of A.A.A.A. 
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AN OUTLINE FOR PLANNING 
INDUSTRIAL DIRECT MAIL 


by Newton D. Baker, 


{dvertising to Sales 


Manager, Black, Sival 


A The first and most important re 
* quirement for effective direct 
as well 


mail coverage is long-range — 
planning, based on 


as day to-day 
the company’s sales plan. At BS&B, 


direct mail campaigns are mapped out 
at the same time divisional sales fore 
casts and strategy are determined. Di 
rect mail, in short, is an integral part 


of the sales plan. 


1. Correct timing of mailings, keyed 
to introduction of new products, im 
proved product features, seasonal or 
other special emphasis is a basic es 
sential which calls for close coordina- 
tion of sales planning teamwork all 
the way down the line. 


Proper sales emphasis must be 
attained if mailings are to be of maxi 
mum aid to the sales organization. 
While BS&B always 
out to sell the 


salesmen are 
“whole line,” certain 
products are given special sales em 
phasis, from time to time, as needed. 
Direct mail’s job at Black, Sivalls & 
Bryson is to help the salesmen focus 
special emphasis on such products, as 
they are determined by the manage 


ment team. 


3. Emphasis of certain product fea 
tures, as dictated by the needs of the 
industry or claims ~ competition, 
must be closely observed if direct mail 
is to “pay off” in industrial markets. 
Generalized advertising, while help 
ful from the institutional standpoint, 
is limited in its ability to help the 
salesman close the sale, in the case of 
an old, established manufacturer such 


as BS& B. 


4. Careful study must be given to 
the proper distribution otf mailings. 
Keying distribution to the sales plan 


is one of the most important consid 
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erations at BS & B, where the majority 
of products are sold direct to the user 
through BS & B’s own sales organiza 
tion. 


B In keying direct mail to the sales 
¢ plan, the first step is fundamen- 
tal: defining the objective. Direct mail, 
at Black’s serves a fourfold purpose: 


1. It must effectively supplement the 
personal sales contacts of the BS&B 
sales organization. In a line as diversi 
tied as ours, the salesman needs all 
the help he can get in delivering prod 
new developments, 
actual field 


uct information, 
performance data from 


installations. 


2. Direct mail in industrial markets 
must be successful in arousing the 
interest on the part of those on whom 
the salesman does not regularly call 

the man with indirect buying 
or specifying influence . . . and the 
man with direct specifying authority 
who is not readily accessible to the 


salesman. 


3. The development of inquiries is 
a specific assignment for direct mail 
at Black, Sivalls & Bryson. The im 
portance of this role varies with in 
dividual sales divisions and the mar 
keting pattern. Formal inquiries for 
more information from Oilfield Di 
vision customers are few and far be 
tween, for instance, because of BS&B’s 
complete coverage of the field by the 
sales organization. The purpose of di- 
rect mail, in this case, is to stimulate 
thought and prompt the reader to 
make inquiry of the salesman or local 
office. In the agricultural markets, on 
the other hand, mass inquiry response 
is a definite aid to distributors, often 
leading to the closing of the sale. 
Broad markets, such as industries of 
fering application for automatic con 
trol equipment, also afford fertile 
ground for developing inquiry response. 


4. Selling the company as a whole 
its products, its manufacturing, 
engineering, testing and development 
facilities, and its outstanding record of 
achievement over a 62-year span 


NEWTON D. BAKER... 


Reporter's Note: When we were gathering 
material for the September feature study, 
How To Think About Industrial Direct Mail, 
we received the accompanying outline from 
Newton D. Baker. At the last minute we 
were crowded for space and rather than do 
any cutting, it seemed better to hold this 
for October. Al Coleman, of R. J. Potts, Cal- 
kins & Holden, Inc., Kansas City, induced Mr. 
Baker to give us this outline for thinking 
about industrial direct mail. Mr. Baker is ad- 
vertising and sales prom tion manager of 
Black, Sivalls & Bryson, «+ 7500 E. 12th 
S., Kansas City 26, Missouri. His ideas should 
be helpful to any industrial concern, no mat- 
*~t how large or how small. 
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is a major factor in the planning of 
direct mail campaigns. This is especial 
ly true in the case of newer markets 
where an institutional approach saves 
time for the salesman, allowing him to 
concentrate his efforts on selling the 
company’s products. Even in well 
established markets, direct mail must 
carry its share of the load in keeping 
customers well informed about current 
developments and improvements with- 
In the ce mpany. 


C Mailing lists must be developed 
* to fit the sales plan; they must 
be built around those markets and 
geographical areas where sales em 
phasis will be concentrated. Here 


again, the mailing list depends on the 
marketing pattern for the product. 


|. In general, major coverage in in 
dustrial markets should be concen 
trated on those areas where proper 
follow-through can be achieved by the 
sales organization. As a rule, industrial 
products cannot be “sold” by direct 
mail; unless proper follow-through is 
made by sales, after an inquiry is re 
ceived, the inquiry is for all practical 


purposes wasted, 


Important leads can be developed 
for the sales organization, from direct 
mail response. This is particularly im- 
portant in areas where sales manpower 
is limited, and where application for 


the product is broad. 


Even in the case of campaigns di 
rected to the farmer, in the sale of 
agricultural storage products, mass in 
quiries do little good unless the dis 
tributor organization carries the buall 
ifter the inquiry is received. Few 
farmers will order a grain bin from a 


magazine advertisement. 


, 


Black, Sivalls & Bryson mailing 
ists for the oilfield and automatic con 
trol equipment divisions are developed 


by the salesmen. Tying in with ac 
count records, all known people in 
buying of specifying authority di 
rect or indirect are placed on the 
individual salesman’s mailing list. The 
salesman maintains day-to-day control 
over this list, revising as required, im 
proving on a continual basis. Assign 
ing such responsibility to the individ 
ual salesman has been important in (a) 
making the salesman a part of the 
program and cultivation of his inter 
est and participation; (b) assuring that 
coverage is made of the “cream” of 
the market, as determined on a local 
level w here the salesman IS px rsonally 
acquainted with the customer's organ 


1iZation setup. 





3. In areas and markets where the 
sales coverage does not permit the 
selection of all buying factors by the 
salesmen, outside lists must be de 
veloped, tested, and put to work if 
found of value. 


D Tying in direct mail with other 
* promotional media is essential in 
achieving a coordinated selling plan. 

1. Preprints of advertisements are 
sent to customers and prospects two 
weeks prior to the publication of the 
advertisements in trade papers. This is 
most helpful in (a) bringing custom- 
ers “into the family” giving them 
an advance copy of ads before they 
are published for the trade in general; 
(b) affording the salesmen an oppor 
tunity to merchandise the ads and a 
conversational piece when making 
routine calls; (c) making sure that 
those important to our buying pi 
ture see and have the time to read our 
trade paper advertisements; (d) giv 
ing BS &B the value of repetition 
the prospect sees the ad in the form of 
direct mail, and later in his favorite 
trade paper chances for reader 
ship are doubled. 


Models, 3-dimension color slides 
and films, as used by the salesmen, 
can be effectively merchandised through 
the medium of direct mail. 


3. Use of company catalogs and 
other reference materials can be in 
creased through proper direct mail em 
phasis and follow-through by the 
salesman. While catalogs themselves 
are one of the largest phases of the 
BS&B promotional program, they are 
not generally regarded as direct mail 
media since in the case of the larger 
sales divisions, new catalogs and price 
lists are personally distributed by the 
salesmen and inserted in the custom 


c r’s binder. 


4. Participation in exhibits, trade 
shows and conventions should be tied 
in with direct mail promotion of such 
activities, and invitations to selected 
customers. If the company goes to the 
expense ol bringing a large number of 
salesmen in from the field for such 
events, why not let your customers 
know that you'll be there and looking 


tor them? 


5. Customer notification of person 
nel changes, transfers, promotions and 
other news of consequence can best 
be achieved through direct mail. At 
BS&B, a customer newsletter has 
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been used quite successfully in the Oil 
field Division as a means of getting 
current news to the trade while it’s 
“still news.” 


6. Direct mail to the selling organ 
ization itself is a vital sales promotional 
program which cannot be overlooked. 
Second to personal presentation of the 
program at sales meetings, it offers the 
best means of educ iting the sales or 
ganization as to the value and use of 


all phases of the promotional program. 


FE For maximum results in tying 
* in direct mail with the sales plan, 
salesmen must be “sold” on the pro 
gram and made 
1. General sales meeting and re 
gional meetings should be used to pre 
sent the program to the salesmen. 
Salesmen can be brought into the act 
by having them make presentations on 
issigned subjects, suc s “How to 
Get Maximum Results from Ad Pre- 
prints and Other Direct Mail.” or 
“How to Sell My Catalog to My Cus 
tomers and Prospects At Black. Si 
& Bryson, we have found this 
ry helpful in , mmotng inter 
est, participation nd se of the pro 


gram on the sales t level. 


. Salesmer ho ! encourage 1 to 
furnish material d ideas for de velop 
ment into direct il, and other forms 
of the prot mal program. We fur 
nish Field tallati Data Report 
Sheets to t I | make tt con 
venient for I to organize 
background ir m needed for 
development ol is histories, ek 
utilized in the t mail program. 
Establishment of xd communication 
with the field is p ps the most im- 
portant objective whi idvertising 
department shoul rive to attain. In 
industrial markets, sucl hose served 
”y Black, lls & Bryson, this is the 
| copywriters 

d it is a 

imount ot 

idvertising 
well as the 
ndred sales 


1" 
well-defined 


direct mail 
program 
' i 

lV through 
he program 
Salesmel! I t prospect 1s 
inced that dire mallings contain 
S and news ol help to him 
his production problems, he 
is unlikely to toss I of them in the 


wastebasket TOI i < a casual 
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From the offices and conference rooms of America’s key executives 


come decisions that often change our whole pattern ol living. And 
when their decisions are put into writing, these men know that the 
right letterhead paper can enhance the prestige and authority of 
the message. 

That is why you will find so many leaders in every field have 
chosen Cockletone Bond to represent them. They've found that 
the firm, “heavy” feel, the crisp crackle, and the rich, pure white of 
Cockletone Bond lend dignity and importance even to day-to-day 
correspondence. Yet its cost is surprisingly low. Why not let us 
send you a sample book, and the Cockletone Bond portfolio of 
letterhead designs? Just write on your business letterhead for your 

free copy. Hammermill Paper Company, 1621 East Lake 
Road, Erie 6, Pennsylvania. 

You can obtain business printing on Hammermill papers wherever 
you see this shield on a printer's window. Let the Guild sign be your 
guide to printing satisfaction. 


LOOK FOR THE Cockletone WATERMARK 





perusal. We ask our salesmen to dis 
cuss our mailings with their prospects; 
it’s a selling aid to the salesmen as 
well as a promotion directed at the 
prospect. 


“Reply-O-Letter is a@ 4. Unless the salesman is “sold” on 


the value of direct mail, he cannot be 
counted on to properly develop and 
t ' maintain his customer and_ prospect 
grea %, mailing lists. Time is money to the 
salesman and success of a direct mail 
ing campaign is a personal matter with 
him. Show him how he benefits, and 
his cooperation is yours as long as 
you deserve it. 


Demonstration of results from in 
e dustrial direct mail is essential if 
you are to maintain the goodwill and 
cooperation of the sales organization. 


1. Customer interest will make it 
self evident to the salesmen, if it exists. 
However, any spectacular results or 
stimulation of interest should be passed 
on to the sales organization; never 
leave it to chance that the word will 
“get around” on its own. On_ the 
other hand, never over-sell the results 
that are being obtained; as stated, day 
to-day contact with customers and 
prospects will keep the salesman bette: 
informed about how these mailings 
are received, than the advertising de 
says partment can ever expect to be. 

Cc. R. (Bob) POPE : 2. Inquiries should be passed on to 
: : the sales organization promptly and 
Divert Sali Manager llow-through requested. Nothing 
Remington Rand Ine. — ps : 
gains the respect of the man in the 
field like a good bite from an unex 
pected source. If possible, accurate re 

“It’s a pretty tough schedule when you | cords should be maintained on the 
have to keep more than 2,000 salesmen sult of personal contact as a result of 
supplied with worthwhile mail inquiries. inquiries from advertising. Ot course, 


I can always depend on the Reply-O- in industrial markets, it is always the 


Lett le for top-notch service, and mi 
Atter people tor top-notch service, anc + “_— , 3 
FREE BOOKLET makes the sale and advertising’s part 


salesman, in the final analysis, who 


also for ideas to make our direct mail 
We invite tests of 5.000 at best is a limited one. However, 
to 10,000 Reply-O-Letters where would the salesman be without 
“The Reply-O-Letter has proved its ver- from mail users who, the in:tial contact? 
satility. We use it to help us sell office when satisfied with the re- wea 

sults, can then mail in 3. The institutional value of direct 
larger quantities. mail campaigns should be brought to 
. . The booklet, “iT was AN- the attention of the sales organization 
portant part of our direct mail opera- SWERS THEY WANTED” in cases where particularly good results 


more resultful. 


machines and systems, typewriters, sup- 
plies—even contract services. It’s an im- 


ton. makes good reading for have been obtained. Here again, how- 
anyone who uses the mails. ever, the salesman may be the first to 
a for your free copy know, without being informed by the 
aed advertising staff. 
4. The prestige value to the sales 
man should not be overlooked. Every 
one likes to do business with the com 
reply-o-letter 
y Oo pany that is strong, soundly financed, 
THE REPLY-O0 PRODUCTS CO. progressive in outlook and backed by 
7 Central Park West 
New York 23, N. Y. 
Sales Offices: Boston * Chicago 
level . ine T t 
Cieverans © Cewen © Varente THE REPORTER 





modern facilities and methods. What 





better way to sell the company — and 
the salesman — than through the med 
ium of direct mail? 


5. Salesman should be informed as 
to comparative costs of direct mail and 
other types of advertising. A cost per 
thousand comparison with trade paper 
advertising and a realization that a 
thousand direct mail readers are more 
important to the salesmen than a 
thousand readers of a trade paper 
Ww hich necessarily includes some waste 
circulation is information which 
should be imparted to the salesman 
so that he will respect direct mail as 
an economical, effective, and impor 
tant part of the selling campaign. 


G The challenge of industrial di 
Be rect mail is a continual one. 
With the current heavy use of direct 
mail in all markets, the well-prepared 
direct mail piece still stands out, how- 
ever, as a benefit to the customer and 
the advertiser alike. 

Direct mail success can only be based 
on fulfilling a customer’s need 
a need for information on a product 
or service which meets the require 
ments of his particular problem. Meet 
ing this need is the only really effec 
tive way of keying the industrial direct 
mail campaign to the sales plan. The 
direct mail piece which is designed 
only as a reminder piece, or as a dis 
play of layout talent, will be lost in 
the shuffle and filed in the waste 
basket. 

Recent interviews with customers 
about our promotional program have 
been very encouraging. Direct mail 
stands out as the medium which is 
receiving the most attention and study 
among our particular customer group. 
We recognize that we have a lot left 
to learn about industrial direct mail, 
but believe that we have developed 
winning pattern which, with continual 
study and refinement, will produce 
maximum results for Black, Sivalls & 
sryson, Inc. 





The A. D. Smith Lumber Ltd., Am 
herst, Nova Scotia, has a clever blotter 
which is inserted with all outgoing 
checks in payment of bills. On the 
blotter is a poem, and above the com 
pany signature is the line: “Those are 


our sentiments.” We pass along the 


poem as an adaptable goodwill idea: 
The weetest word tf tongue or pen 
That f nad respor ‘ 

And 

And make 

Are thos« 

That 

And 

Dear 
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NEW HOME OF U.S.E. RESEARCH AND 
PROCESSING LABORATORY, METUCHEN, N. J. 


For years, the U.S.E. Laboratories have taken the lead in the 
development of new envelope gums. Their work with starches 
and dextrines, plasticizers and wetting agents, polymers and 
copolymers . . . has produced thousands of gum formulas. But 
only those ale to pass the * ‘Final Degree” tests become U.S.E. 
brands, such as GRIP- -QUIK> TROPIC- SEAL, SELF-SEAL* 

. and now the new vVx SEAL* 

vVx the improved synthetic-type seal flap gum, is a recent 
graduate, having passed all final tests. It offers visibility, instant 
tack with normal moistening, positive seal by “hand” or machine, 
neutral taste, pressman’ s OK, and resistance to curl and humidity. 

vVx is now being used on all stock Commercial and Official 
sizes of White Woves and Bonds. Ask for samples. 


Lefeend these Doors 


the U.S.E. Guarantee has its roots. Here in this 
modern laboratory experienced technicians with im- 
proved instrume ntation continue their never-ending 
task—to make sure to make better every U.S.E. prod- 
uct. That’s why it pays to specify U.S.E. envelopes. 


*T.M. Reg. Appld. For 


| ENVELOPE COMPANY Springfield 2, Massachusetts 


15 DIVISIONS FROM COAST TO COAST 











HUMANIZED A postage ‘ p mever ha famil rob a kind of mid-centur report on 
} Yeck and Yeck 
APPROACH Sidi aici nite agualiauas sale sigs ae aN 
le ieee onidieeins from one en the Talbott Building to th 
S yulletins can be (and usually \ postage up never has to be replaced ns ny coll yny -« ly 
: , ars , 2 . , , P . 1 i zg w a iittie 
leadly dull. We liked the radi . ‘s , _— — mut works 
, ke to t set IKINg 
lepa re from the usual employed is wv wwed through our files and rec 
\ R ave u , 
( Wesley Meytrott, assistant vice N A N : Yeck and Yeck had 
. K y t with him r} ’ ‘ 1 . >! 
resident, Consolidated Edison Com ; , ; - ist 5 x irs. Trouble 
: \ ‘ x un i with yu we been t US und overcrowded to 
panv of New York. In Cousin , ring w customers to u k ‘ : , ip-t 
Hamptor Hoke. of the company, dat omething we always used to do, 
howed 1 sample and Wes gave us ut ven't done tor a long, long time 
Ss t abs t t write Wha 


"The following was mimeographed  “MPORTANT ore ge Al sedi aaa 
owing was mimeographec Parthula 1 irk , cem . 
1 ) PERSON chink chat il im the “Direct, Mai 














i lispatched to all sales representa 
Mavi 10 pywriters should ; ; 
ViaAVix more ODVYWTrite Ss snNOUL . \ wre f , eneat , , rh dur 

, ' ' , We found the following item in a : ” 
‘ ‘ it their product doesnt af 0 , 
house magazine edited by William W i aces Wee Bante Peasants 
Feather J ris t i ntact nation 
as e) t e cam fellow es 
: ‘ AC i ( ( ~ . Ma 
( nd tet A our 
a ‘ 
ira 5 in 
: m W ive a 
i ‘ i t I } wn 
‘ we va N ( Servi 
im pe 
‘ vc fi it : 
( ( yg But it ctu, . ta 
> t it I 
, . qua J Hirsch helps cus 
As a 3-D addict himself, this re ' ing 
M porter knows what Bill is talking , 
( ibout. Sur people are always most os \ 
‘ M interested in their own picture. In a Her wit k we 
anquet scene, you always spot vour mf Ing ik pit 4 
own picture first. On a map, you sec . ' caCtUrers ¢ 
first your own home town. Too many W e 
\ the sale ing and a 
people working with direct mail for- vtisins ‘ » we thisk edead 
get this natural human trait. The more ‘ ften wast f it enteres 
/ ' 
IT DOESN’T personal your approach, in terms of Advertising works best w t aims to 
ecit ‘ I t what ad 
recipient s own interest, the better your 
HAVE... ??? : . ' s lett of eathsian tean 
direct mall Wtil be. ) . 1! 
Speak f th , sn't ' 
1x £ x i} VI K } w 
roac! Sa Cold o Lignum-V itae A ! t King That 
oducts Corp, 96 Boyd Ave. Jersey PERSONAL rh we By | agente 
: ; : wish, We ag ea ees ye ae 
(uit ' N.I vrote a lengthy letter of REPORT v and Ws been 
ud tor r imdustrial advertising 
. . » a I 
t We couldn't use all of it at the Every once in a while, we like to re- ll kind t ad ising agency) “ 
thi logy to the post print (and pat on the back) a per ( t whe ‘ work 
give some of you an sonal type of promotion letter (like Ed with N keting c¢ttort 
o te ing management ¢ Husen’s 33-1 /3 century anniversary let 
¢ s of direct ul er in August Reporter). These letters W in galeet we ae ew 
iolate the usual formulas because they k t t Mayt We 
must use “we and “our” on account , ! 
of the personal nature. ‘ . 
R , 
‘ [his month there should be a pat n, W 
“ap c 
g on the back for Bill and John Yeck ' . y, 
(Yeck and Yeck, Talbott Bldg., Day 
ton 2, Ohio) for a letter about them; Incidentally, John and Bill Yeck 
wit their moving and their policy. We re walked away with a number of awards 
g _ 
print it because it’s just a darn good in the 1954 DMAA contest (in dif 
= letter. May give some of you a good terent classifications). Their entries in 
idea for talking shop to your cus variably attracted the attention of the 
tomers judges. John and Bill should conduct 
1 course or something in Aow to enter 
geese tee ee 1 contest. Portfolios skillfully prepared; 
' t persona entry form and statement crystal clear; 
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objectives stated; procedure explained; 
results, even though general, analyzed. 
DMAA 
awards on their visit to your crty 

look at the technique of entries such 
as Price Brothers Co., 1932 E. Monu 
ment Ave., Dayton 1, Ohio, and Huff 
man Mfg. Co., 117 Gilbert Ave., Day 
ton 1, Ohio. They are models of clear 


When you inspect the 


thinking. 


CUSTOMER 
RELATIONS 


Standard form letters save a lot of 
time in routine correspondence but un 
less the office force understands their 
application (and limitations) some ter 
rible boners can occur. 

Here is a crazy case we pass along 


without malice. Our friend, Elias 
Roos, of Jack’s Letter Service, Seventh 
Floor, Milwaukee 3, 


Wis., bought his good wife 


3rumder Bidg., 
an electric 
cooking range. Having no further 
need for gas service, he had the meter 


Elias 


bill tor 99¢ and as a result received 


disconnected. mislaid the final 
the following letter from the Milwau 


kee Gas Light Company 


Dear Sur 


\ tat i t ’ I Ka Ser 
l t l Nort New St. 1s enclosed 
T} ta r > ve f I g am 
urrears which we rgot to pa 
due to the fusion wh g causes 

You or t ren N r us clo 

hile in c inat i i ett 

It present circumstances prevent you from 

making fu pa ent A A t give 


a small part and call so that we can 
discuss the account with you? 
You will find us very willing to be lenient 
ind considerate 
Yours ver truly, 
(Signed by a representative 


of the Collection Divisior 


The letter Elias sent in reply is 
worth reprinting here: 

Enclosed is check in the amount of 99 
cents in payment of final bill which I inad 
vertently overlooked 

In vour letter mu State It present cu 
cumstances prevent you from making ful 
payment now, why not give us a small part 
ind call so that we can discuss the account 
with you?” 

Fortunately, I was able to make a loan at 
my bank so that | could pay this invoice 
full rather than on the installment basis 
However, I appreciate your willingness to b« 
lement and considerate 


Cordially, 
ined) Elias Roo 
This goes to show that typists and 
clerical help should be trained to use 
their heads. The typist at the Milwau 
kee Gas Light Company was probably 
reading out of a standard form book 
and she didn’t have sense enough to 
see that the 99¢ balance didn’t fit in 
with the third paragraph. 
If any Reporter readers use stand 
ard form letters for routine answering 
you should analyze them careful 
ly and put red flags on paragraphs 
which might have to be changed to 
suit “different” situations. 


HOW MANY PIECES? 


Many arguments have been staged 
over the old question of how many 
pieces should be included in a direct 





MAIL ORDER TRENDS 


Lewis Kleid Company, 25 West 45th St., New 


monthly to a select list of clients 


York 36, N. Y., 


reports 


the results of a continuing study of mail 


order conditions. Here is report for first eight months of 1954 
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mailing. Some have argued that in 
mail order particularly you lose effec 
tiveness if more than one item or offer 
is presented. 


Sam Gold (Lignum-Vitae Products 
Corp., 96 Boyd Ave., Jersey City 4, 
N. J.) has been one of the unconven 
tional mailers. He loads his outgoing 
envelopes with many offers and many 
pieces. We received an interesting re 
port from Sam following his return 
Materials Show. His 
observations are worth studying and 


from the Basic 


remembering! 


“I had a wonderful opportunity to 


get different reactions in connection 
with the mailing that we have been 
making toengineers from the McGraw 
Hill list. As you know, the mailing 
sending out 


unit that I have been 


consisted of eight different pieces ot 


literature on six or seven papers ol 


different color. 


“Many engineers told me in person 
that they had received the literature. 
When asked if it was interesting, prac- 
tically 
matter with me said that is was very 


everyone who discussed the 
interesting. I asked whether they read 
it and they said yes, they had read 
all of it. I then asked if they felt that 
there was too much literature in the 
envelope. The answer was: “When we 
are interested in any product or serv 
ice, we want to know all that there 
is to know about it.’ 


“This has been my contention all 
along, notwithstanding the comments 
from many ‘experts’ and non-experts, 
who claim that my philosophy of load 
ing up our envelope is fallacy. It seems 
to me that the old axiom of getting 
your man interested is the most im 


portant factor of all. 


“I merely report this to you as an 


other on-the spot survey which has 
convinced me that you never can tell 
anybody too much about your product 
providing you sock home that initial 
pitch that will ‘make them wanna 


read some more. 


FOR BACHELORS 


ONLY 

} S I 
S S ( ) 
W I 5 M \ N.Y 

ti ’ che 
r t \ i 
\\ Mr. S F t 
21 





Winner of DMAA's 1954 ‘‘Best of 
Industry’"’ Contest for creative ad- 
vertising services. 


Recipient of a Gold Mail Box 
Award, given to the 10 outstand- 
ing campaigns of the year. 


AMERICAN MAIL ADVERTISING 


INCORPORATED 


NEWBURY STREET, BOSTON 15, MASSACHUSETTS 





THE WINNERS 


} 


This reporter served again (hope it 
last) on the Board of 
difhcult job of 
industry ” 


will be the 
Judges who had the 
selecting the “best of eacl 
awards. Never saw more. serious OF 
conscientious (and worried) group ot 
judges. They Chairman Regi 
nald Clough (Tide), R. B. Clark, Jr. 
(Strathmore Paper), Henry Hoke 
(The Reporter ), Jack McDonnell ( The 
Epicures’ Club), James Mosely (Mose 
ly Mail Order List Service), 
Staudt (Harnischfeger Corp.) and E. 


Harry Woodley ( Northern Electric). 


195 3 Re porte) we 


were 


( rcorge 


In the October 
gave some slightly heated observations 
on “how to win (or lose) an award.” 
Many of the entrants in this 
taken the ob- 


year's 
competition must have 
servations seriously. The caliber of the 
average entry was much higher. More 
taken in_ the 
statement to describe the 


care was preliminary 
project, pur 
poses, execution and results. But again 
comprehend that 


many tailed t 


judges must be convinced some way 
that the effort has been etfective. R: 
sults (even 1 percentages are unavail 
able) can be dramatized some way. 

judges 


Again . . . the individual 


were sick at heart un-win 


ibout the 


ners . . . the campaigns put under 
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Tal 


presented to 


Remington Rand, Inc., Takes DMAA 
“Best of All’; Tru Balance Corsets, Inc., 
Wins Henry 


the table. Some were actually bette: 


than other winners in other classifica 
tions, but were up against stutter com 


petition in their own division of busi 


ness, 

Following the completion of — the 
judging the judges met for sev 
eral hours to discuss how the rules and 
contest proceedings could be im- 


proved. They met again on the day 


prior to the convention and _ passed 


their ideas along to the new commit 


1955. Most of the judges seem 


tee tor 
certain that the 
yystem 1s too complicated and in some 


present ¢ lassihication 


lf” 


Adman Milton Rockmore (left), creator of 
the Henry Hoke Award winning campaign; 
and Charles R Pope (right), direct mail 
manager of Remington Rand, Inc., whose 
campaign won top DMAA honors as “Best 
of All Industry.” 


Hoke Award 


cases unfair. Next year things 
will be changed. 

We will give you now the names of 
the winners. Following company name 
and address is name of individual ofh 
cial responsible for the entry. Those 
who were selected as meriting a new 
and special “Gold Mail Box Award” 
(10 in number) will have “GMB” fol 
lowing the name. This is no reflection 


on the other entries just that the 


judges thought that these particular 
projects had something special which 
made them outstanding from the nor 
mal run of good direct mail. See other 


observations at end of listing. 


Building Materials — Aluminum Company of 
1501 Alcoa Building, Pittsburgh 19 
Harold R. Pinchin 

Business Equipment & Supplies (Best Promo- 
tion of a Single Product) — Burroughs Corp 
oration, 6071 Second Avenue, Detroit 32 
Michigan, George A. Woolfenden. 


America 
Pennsylvania 


Business Equipment & Supplies, Grand Award 
Winner — (Best Year Around Promotion) — 
Gold Mailbox Award — Remington Rand 
Inc., 315 Fourth Avenue, New York 10, N. Y 
Charles R. Pope 

Commercial & Entertainment Films — Cathe 
140 North Hollywood Way, Bur 
Bronson Motley 


dral Films 
bank, California 
Community Promotion — Colorado Dept. of 
Development State of Colorado, Capitol 
Building, Denver, Colorado, Lewis R. Cobb 





Such a SCAMDALE 


“If you would sell corsets, cherchez la 
femme,” said an old French philosopher. 


A femme, that is, like Mlle. Scandale, 
the gay parisienne (imported by The 
Rockmore Company) whose sensa- 
tional debut in Tru Balance Corsets’ 
stunning mat book and brochure has 
won the DMAA’s Best of Industry 
Award—and the Second Annual Henry 
Hoke Award, too! 

But who’s that kissing her hand? It’s 
one of the pressmer from Techni- 
Craft Printing Corp.—'n his Sunday 
clothes yet! Just shows what La 
Scandale did to us boys at Techni-Craft. 
While we were printing this mat book 
some of our pressmen positively 
hipped for the lady. That may be why 
they worked extra hard to make this an 
outstanding job of lithography. 
Anyway, congratulations to the fellows 
who saw her first—The Rockmore 
Company and Tru Balance Corsets, 
Inc. We're proud to have played a part 
in this magnificent girdle campaign. 


For the right answer to YOUR 
printing problems call CO 5-4114 


TECHNI-CRAFT 


PRINTING 


CORPORATION 


e NEW YORK I19,N. Y. 


FINE LITHOGRAPAY 


Creative Services (Gold Mailbox Award) — 
American Mail Advertising, Inc. 610 New 
bury Street, Boston 15, Massachusetts, Fran- 
s S. Andrews 

Laboratories 
Chicago 21 


Dental Supplies — A 
Inc 5392 Wentwort! 
lilinois, H. F. McGratt 
Electrical Equipment — The American Brass 
-ompany, American Metal Hose Branch, 698 
South Main Street, Waterbury 20, Connecti 
cut ohn J. Doyle 

Foreign Markets — (Pharmaceutical) — Ab 
bott Laboratories Inc Merchandise Mart 
Plaza, Chicago 54, Illinois, Thomas S. Bird 
Graphic Arts & Supplies — Binderies — Sloves 
Mechanical Binding Co., 601 West 26th St 
New York 1, New York, Lou Kaye 

Graphic Arts & Supplies — Printers — McCor 
mick Armstrong Company, Inc 1501 East 
Douglas, Wichita 8, Kansas, W. J. Van Wor 
mer, Vice Pres 

Industrial & Institutional Supplies — Island 
Creek Coal Sales Company, Guaranty Bank 
Building, Huntington 18, West Virginia, J 
H. Green 

Industrial Machinery — Light Equipment & 
Tools Harry N. Crowder, Jr., Company 
444 Union Street, Allentown Pennsylvania, 
Harry N. Crowder, Jr 

Industrial Machinery — Heavy Equipment — 
Allis-Chalmers Mfg. Company, Box 512, Mil 
waukee, Wisconsin, H. J. Masuhr, Jr 
Industrial Machinery — Machine Tools — 
Warner & Swasey Company 5701 Carnegie 
Avenue, Cleveland 3, Ohio, E. Ll. Murray 
Management Reports — F. W. Dodge Corp 
oration, 119 West 40th Street, New York 18 
New York Thomas Grant Construction 
News Division 

Material Handling — Standard Tube and T. | 
Ltd., Drew Street, Woodstock, Ontario, Can 
ada, Mr. Charles Rogers 

Metal & Alloy Fabricators — Ameri Ew 
blem Company, Inc Box 116, Utica 1, New 
York, W. C. Roberts 


Multiple Distribution — Hutfman Manufactur 
} 


7 A 


ng Company, 117 Gilbert Avenue, Dayton 
Ohio, H. M. Huffman, Jr., President 
Oil Well Supplies — Baroid Sales Division 
Nationa lead Company 2404 Danv 
Houston, Texes, Donald T. Fowler 
Paper—(Best Promotion of a Single Product) 
Linweave United States Enve ope Cc ompany 
21 Cypress Street, Springfield 2, Massachu 
seits, Eliot L. Vight 
Paper Mills (Best Educational Promotion 
for the Uses of Printing) — Provincial Paper 
Ltd., 388 University Avenue, Toronto, Ontario 
anada. A. G. Mackie 
Paper Processor — Howe Paper Division 
Hubbs and Howe Company Young Street 
Tonawanda New York 
Petroleum Procducts—(Gold Mail Box Award) 
Esso Standard Oil Company 15 West 5lst 
Street, New York, New York, R. M. Gray 
Pharmaceuticals — (Best Single Product Pro- 
motion — Schenley Laboratories, In 350 
Fifth Avenue, Mew York 1, New York, M.B 
Mittleman 
Pharmaceuticals — Best Year-Around Promo- 
tion — (Gold Mail Box Award) — Ciba Phar 
maceutical Products, In 556 Morris Av 
nue, Summit, New Jersey, J. K. Fogleman 
Photographic & Radio Equipment — Genera! 
Electric Company 1 River Road, Schenec 
tady, 5, New York, J. C. Gibson 
Printing Machinery & Equipment — Miller 
Printing Machinery 1117 Reedsdale 
Street Pittsburagt 33, Pennsylvania W T 
awson 
Publishers — Advertising Space Penton 
Publishing Company, Penton Bi : 
and 13, Ohio, S. F. Marino 
Radio & Television Networks — 


Broadcasting Company, Western 
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Congratulations to: 
AROUND-THE-WORLD SHOPPERS CLUB 


... for winning direct mail’s most coveted prize —a 1954 DMAA Best of Industry Award. 
Your extraordinary effective material will serve as an inspiration to the entire industry. 
And we are proud to have been the mailing service company for millions and millions of 


your mailings ... 


presented to 


AROUND THE WORLD SHOPPERS CLUB 


IN RECOGNITION OF THE EXCELLENCE AND RESULTS ACHIEVED BY ITS 


DIRECT MAIL 
ADVERTISING ASSOCIATION, 


OUTSTANDING DIRECT MAIL CAMPAIGN 
1T WILL BE PART OF AN EDUCATIONAL EXHIB,T TOURING THE UNITED STATES 


INC. AND CANADA TO ENCOURAGE THE INCREASED USE OF WELL-PLANNED 


EFFECTIVE DIRECT MAIL 


eh Ulery a Ke Ke. Sorewry, 


BOARD OF JUDGES 


a A , | / 

——- i f) ' ; 
VWrequsara Uderrers ke 

A REGINALD CLOUGH ‘ v 


JACK McDONNELL 4 
Chemrevan fj 


Wan ee Baking ¢ ens RO 


ELON BORTON GEORGE STAUOT 


you can be sure, when you use Automatic Mailing Serv- 

ice, that your schedules will be met — that your job will 
be expedited and handled with extreme care. Our experience 
spans every phase of mailing. 


Offset printing ... hand or machine inserting . . . list main- 
tenance ... folding ... sorting ... addressing . . . metering 
... Sealing and mailing ... ALL work is done with the most 
modern equipment and under alert, intelligent supervision. 


Y) Y / 
Z tau 


HENRY HOKE £. HENRY WOODLEY 


At \ aoPy hh 


i JAMES MOSELY & 6 CLARK @ 


Further, there’s no sales tax here in New Jersey on mailing 
operation work, but we can mail in New York City for you 
if you prefer. 

For you, this means SPEED—ECONOMY—QUANTITY. 
’Phone today or, preferably, come in and inspect our facili- 
ties. You’ll be convinced, as so many others are, that Auto- 
matic is admirably equipped in every way to handle the most 
exacting assignments. 


utomatic Mailing Service, Inc. 


TALBOT 4-0891 


410 Frelinghuysen Avenue, Newark 5, N.J. 


Member Mail Advertising Association 














— 


partners in capturing these two Best Of Industry Awards were 
a ee oe 


Ross Barrett who directed the Foreman & Clark campaign and 
Brunson Motley of Cathedral Films. We are proud of our winners 


.. and proud of our agency-client “partnership.” 





Here’s the judges . . 


hard at work selecting the 1954 DMAA Best of Industry Contest 


winners. Left to right: Henry Hoke, George Staudt, Harry Woodley, Reginald Clough, Rob- 
ert Clark, Jim Mosely and Jack McDonell. A.F.A.’s Elon Borton was absent when the pic. 


ture was taken. 


Sunset and Vine, Hollywood 28, California 
Helen Murray Hall 

Sales Stimulation To Industrial Wholesalers— 
Wolverine Tube, 1850 Guardian Building, De 
troit 26, Michigan, H. A. Harty 

Sales Stimulation for Salesmen — (Gold Mail 
Box Award — Genera! Electric Comoanv ] 
River Road, Schenectady 5, New York, R. E 
Insley 

Special Equipment for Engineers — Price 
Brothers Company 1932 East Monument 
Avenue, Dayton 1, Ohio, Harry S. Price, Jr 
Television Stations — (Gold Mail Box Award) 
Mt. Washington TV, In 477 Congress Street 
Portland, Maine, John W. Norton, Jr 
Transportation — Freight — The Mason & 
Dixon Lines, Inc., P. O. Box 231, Kingsport 
Tennessee, Ben M. Brown 

Transportation — Stimulation of Agents — 
American Airlines, 100 Park Avenue, New 
York 17, New York, Meck Howlett. 
Wholesale Furniture — Oklahoma Wholesale 
Furniture Corp 101 East Grand Avenue 
Oklahoma City 2, Oklahoma, W. M. Mc 
Candless 


BEST OF CONSUMER CAMPAIGNS 


Automotive Passenger Car Sales & Service— 
Lincoln-Mercury Division, Ford Motor Com 
pany 6200 West Warren Avenue, Detroit 32 
Michigan, T. J. Henry 

Automotive, Truck Sales & Service — Chevro- 
let Motor Division, General Motors Building 
Detroit 2 Michigan, H P. Sattler 
Educational Institutions — University of Ore 
gon Alumni Assn., 110-M Erb Memorial Union 
Eugene, Oregon, Lester E. Anderson 
Distilleries — (Gold Mail Box Award)—Stitze! 
Weller Distillery, Inc Station D, Box 38 
Louisville 10 Kentucky Marguerite NM 
Wright 

Do-It-Yourself Promotion — United States 
Gypsum Company, 300 West Adams Street 
Chicago 6, Illinois, Charles A. Wayman 
Financial Institutions — Banks — First & Mer 
chants Nat'l Bank of Richmond, 827 East 
Main Street, Richmond 17, Virginia 

Financial Institutions—investment Companies 
Johnston, Lemon and Company Souther 
Building, Washington 5 D Cc Bernard 
Nees 

Financial Institutions — Loan Companies — 
(Gold Mail Box Award)—Associates Loan Com- 
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pany, Associates Building, South Bend 24 
Indiana, G. A. Waindel 

Food Manufacturer —Beech-Nut Packing Con 
pany, Church Street, Canajoharie, New York 
E. H. James 

Fund Raising — National Wildlife Federa 
tion, 232 Carroll Street, N.W., Takoma Part 
Washington 12, D.C., Lloyd F. Wood 

Home Appliances — Minneapolis-Honeywell 
Regulator Co., 2753 4th Avenue South, Mir 
neapolis 8, Minnesota, John A. Young 
Hotels & Resorts — Paradise Valley Lodge 
Mount Pocono, Pennsylvania, Sau! Asure 
Insurance — Fire & Casualty — Hardware 
Mutuals, 200 Strongs Avenue, Stevens Point 
Wisconsin, C. R. Frazee 

Insurance — Life & Health — Old Ameri 
Insurance Company, 1 West 9th Street 

sas City 5, Missouri, Joseph J. McGee 

Mail Order — Food — Saltwater Farm, Ir 
Damariscotta Maine Edward A Myers 
President 

Mail Order — Gifts — (Gold Mail Box Award) 
Around-the-World Shoppers’ Club, 71 Con 
cord Street, Newark 5, New Jersey, Sallie 
W. Weir. 

Membership Campaign — Massachusetts C0 
vision—AAA, 485 Boylston Street, Boston 14 
Massachusetts, Robert S. Kretschmar 
Petroleum Products — Socony-Vacuum 
Company, iInc., 26 Broadway, New York 
New York, A. J. Christensen 

Public Utilities — New Orleans Public Serv 
ce, Inc., 317 Baronne Street, New Orleans 9 
Louisiana, J. Mason Guillory 

Publishers — Magazine Circulation — Cat! 
lic Digest, Inc., 44 East 53rd Street, New 
York 22, New York, Thomas J. McElroy 
Publishers—Books—(Gold Mail Box Award) 
American Management Association, 300 West 
43rd Street, New York 36, New York, Harold 
Prince 

Retail Stores — Foreman & Clark, 707 Sout! 
Hill Street, Los Angeles 14, California, Ross 
Barrett, Jr 

Rubber Products — (Gold Mail Box Award) 
Goodyear Tire & Rubber Company of Car 
ada, Limited, Lakeshore Drive, New Toront 
Ontario, Canada, Allen E. Ross 
Transportation — Airlines — Capite! Airlines 
Inc., National Airport, Washington 1, D. | 
James W. Austin 
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Wearing Apparel & Accessories — (Henry 
Hoke Award)—Tru Balance Corsets é 
Madison Avenue New York New York 
Harry Pesic 


Congratulations 
to the 


BURROUGHS 
CORPORATION 


Winner of the 


1954 DMAA 
Best of Industry 
Award. 


We're proud 

to have been chosen 
jor our part in 

this award-winning 


campaign 


ACADEMY 
STUDIOS 


Mebveriesing Ws, 
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revolutionary new method 
puts stencil duplicating 


in the printing class 


i 


The twin-cylinder system of the Gestetner 
sweeps away all the old concepts of stencil 
duplicating. Its reproductions approach 
professional print-shop work in clarity and 
attractiveness. Automatic operation through- 
out eliminates guesswork, speeds up pro- 
duction and steps up quality. 






AUTOMATIC INKING....... 


NO CANS 
WO BRUSHES 


NO PADS 





SIMPLY CLIP THE INK TUBE INTO PLACE 


Your most fastidious office girl will find 
the Gestetner a clean simple operation 
Dials are set to the ink density and the 
number of copies desired... and .. . the 
Gestetner does the rest... automatically. 
Color... too... in a dozen different 
hues . . . with changes made in three 
minutes! Yet Gestetner costs no more! 


the World's Oldest and Largest 


Manufacturer of Duplicating Equipment 


Gestetner i 


Gestetner Duplicator Corp 
50 McLean Avenue \ 
| Yonkers 5, New York a rw’ 


| Address 








Company 





| 
Name . 
| 








BEST OF FARM CAMPAIGNS 


Farm Machinery & Equipment—New Holland 


Machine Company New Holland Pennsy! 
vania, HH. K Luttringer 

SPECIAL LOW COST CAMPAIGN AWARDS 
City Motors, Limited 1824 St 


>s Viontrea 4 Quebec 


Catherine 
et, West, Mont 2 Canada 
4 D Sc elmar 
Murphy & M 

Avenue hicag nois, Burton A. Stieper 


1326 South Michigar 


Remington Rand Inc. (315 Fourtt 
Ave., New York 10, N.Y.) won top 
wize in the 1954 DMAA annual con 
test \ worthy successor to the 1953 
campaign of Union Bag 
& Paper, but an entirely different type 


pre notion. 


aown-to-eartn. 


Non-glamorous, and 
The entry portfolio was in itself a 
nodel of how a contest entry should 
Different indexed 
sections showed typical examples of 
specin product promotions with de 
tailed explanations of quantities mailed 
to whom) and exact percentage ol 
inquiry returns. Entire year's program 
camed at keeping all RR salesmen 
or all products supplied with high 


quality lead 


5 
Be sure to study this 


when the DMAA 
country. Your 


campaign 
portfolios tour the 
problems may not be as 


complex, but individual portions of 


the top iwar winner may ve you 


gi 
ideas on how you can handle yo 
mailings better. 

In writing to this reporter about the 
campaign, Charles R. Pope, manager, 
Direct Mail Division of RR’s Advert 
tising & Sales Promotion Department, 


passed along the following sugges 


tions 
W 


1 
I 








Add that terminology to your work 


ing dictionary. Are you using personal 


— 


or impersonal direct mail? The closer 





you approach the personal the 


better the results. 


The Henry Hoke 
Award 
The Henry Hoke 


Award was first 


presented (unofhcially ) to the { niotr 
Bag & Paper Corporatior Yoon 
Yun” campaign in 1953. But this year 
it was officially accepted by the DMAA 
Board is part ol the innua ontest 


tor “Best of Industry 





It is awarded “For the campaign 
entered in the cal D i V la 
e ne / 4 nie r/AIE 

ng ¢ pir td ge 

mo iniqgu i ve ‘ Q 
aifficul Die? aire i 
The { lves VC 1 i l S 

ecting the T1 Corse In 

progral is D tting 1¢ 
wVvE 











without actually Che act 
that it had s ippeal ce r i ott 
ing to do wit | ecisi ‘ t 
not establish inv prececent) 

The objecti e was t introduce and 
promot 1 tamous bre ick vir it 
the Americal yarment rKxet vher 
there hasn't ee! iny sensationally 
new or aitferent 1d rtis 4) techn 
niques in tl \ years 
The product scandale nad an an 
nual | ropeal ( im ol 1round 

enty-nve } ( i \ 

I « Ro LA pany 
tising 


New York 19, N. Y.. landed the tougt 





job of introducing th 
ca larkets 

Early this yea selec a vere 
staged tor the trade pres i A g~ 
department store buyers who were 1 A 
duced to make test isplays 1 pro 





motions The lirect mall campal 





was bDuilt 















oisellie Scandale itt ind 
art treatment of French inspiration 
The gency ind rent wanted max 
mum impact i q \ 
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broadside 


The first smash was a 
mailed on May 20, 


to the Fairchild 


1954 (in envelope) 


Publishing list ol 


10,000 corset buyers and department 
and specialty store advertising mana 
gers and_ publicity directors. The 
French character was slightly shock- 
ing but decidedly French. The 
broadside opened in successive colortul 
pages to 44°x34”, \ nearly naked 
Mademoiselle (except for black hat, 
stockings and gloves) says: “Let's get 


down to the bare facts. Inside spread 
gave details of the test promotions, 
On May 25 ‘ the 


ceived a 


same list re 
smashing, twenty-four page, 


full size, simulated newspaper (mailed 


in big envelope ) best yellow your 
nalism tradition. Red type (3% inches 
high) on front page screamed “Scan 
dale Sweeps America. Chen page 
alter page of news stories sample ads, 
publicity pictures plans for show 
rooms during market week. Theme 
“Scandale rocks corset industry to its 


very foundation. 


\ day later (May 26), 10,000 tricky 


blotters were mailed to the same de 

' lict } ’ ] | 
partment store list. [he nearly nude 
Mademoiselle under red acetate sheet 
says: “I feel I’ve got nothing on.” But 
ift red sheet and ti the corset and 
the rest of the message in red print. 

\ sixteen-page 4x9” booklet mailed 
May 28 to the same ist knocked ad 


vertising personnel off their chairs 


laughing. Title [The Bare Facts of 
Mademoiselle Scandal Ditterent 
poses of the now familiar s« indal ous 
femme yn each right ide page with 
laugh provok ng caption on left. Only 
two pages of selling copy describing 
how the lady was becom gy a national 
character. Captions were tied in wit 
the times, such as, “Oui, Sgt. Friday, 
I'll reveal al ind “Point of order, 
Mr. Jenkins I ot covering up 
te invone!” By this time the cam 
paign was really rocking the girdle 
industry to its very tion. Also 
proving that direct in get at 
tention in the s if posedly hard-boiled 
department store buying held. 


At this point the list was cut to 3,600 


of the best customers and prospects. 
On August 2 these folks were mailed 


typically French folder announcing 


an eighteen color ad program in na 


~ 


tional consumer (women’s) magazines 
starting September | ind continuing 
through balance of year. 

The last shot (for this « impaign > 
was mailed August 9 to the 1,000 
stores already signed up. A most elab 
orate, 11”x17” mat book (still in 
French style) with Mademoiselle 
pleading, “Come with me... you ll 
get ideas. Page ifter page ol startling 
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ad layouts. Suggestions on displays. In 


pocket glossy prints, further 
ideas for publicity, radio spots, etc. 
Everything tied in with the national 
space campaign to run from Septem 
ber 15 to December 31. 

That is a nutshell description of the 
difficult 


paign. A courageous and sparkling et 


“solving a problem’ cam 


fort. 


How did it work? Early last spring, 


the client and agency laid out a five- 
year development program. In the first 
months of the 


two-and-a-half cam 


paign, volume of sales exceeded the 
level originally expected at the end of 
three years. In other words . . . it was 
a runaway. It accomplished its objec 
tive ... to get maximum impact in a 


saturated-with-sameness field . . . and 


Our congratulations to Arthur Gold 
Tru 
agency 


stein and Lawrence Classon of 


Balance Corsets, Inc., and to 


Milton M. 


Rockmore for a job 


man 
well done. We hope their engraved 
gavels (of leadership) will be con- 


stant reminders that direct mail, when 
skillfully handled, is a powerful sales 


stimulant. 


MCLOSE 


management teams 


Scribe help. Let's 


measure 


THE RIGHT SIZE PEOPLE 


mail field. 





MM HERE’S A “FOR INSTANCE” .. 
of business partners and a creative direct mail man 
the right size for each other. Paradise Valley Lodge converts 
17% of inquiries into $100 unit sales with award-winning 
booklets, stationery, letters and forms designed and pro- 
duced by Ad Scribe, the advertiser's handy man. 


HARMO 
ought to Ad S ib 
make 1955 a bigger year with Ad crinde 
your 
problem against our capacities, and 
shoot for honors again in any direct 


There are many other outstanding 
campaigns among the winners in the 
1954 contest. Cannot find room now to 
such as the West 
have been 


describe all. Some 
Coast NBC letter series 
favorably reported in past Reporters. 

Sallie Weir's Around-the-World 
Shoppers’ Club portfolio is really a 
textbook on mail order strategy. More 
million dollars of 
2% years 


two-and-a-half 
direct mail in the last 
at a profit. That portfolio will probably 
tour 


than 


be worn out many times in its 
of the USA and Canada. 

But there were plenty of other win 
ners not in the big money class. Two 
with single piece promotions. Stetzel 
Weller Distillery 1 personalized 
letter project with beautiful hand-tail 
literature to only 4,000 persons. 
Cost: $3,167.96. Sold: $368,000. Mail 
ing list: 10,924; individual 
slightly over 4,000 or a 36.6% 
This single successful effort suggests 


was 


ored 


orders 
return. 


a new technique for mail order adver 
tisers. Class rather than mass. 


Another one-shotter in the small 
budget class was the novel 


1. Stieper, of Murphy & Mil 
1326 S. Michigan Ave., Chi 


idea of 
Burton 
ler, Inc., 






































.a happy collaboration 
. . Just 


VY 


Creative Mailings 
P.O. BOX 254 
NORTH CANTON, OHIO 
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GIVE YOUR 
NEXT COVER 
A FEEL OF 
LEATHER 


Use PENINSULAR’S Pab 
Cover a sturdy stock 
n white and ten colors 

designed to give 
your booklets, sales pre- 
entations and cards a 
novel feel and appear- 
ance 


Really an unusual paper 

ricn looking, sturdy 
and made for printing 
either by offset or Ict- 


terpress. 


A PAB COVER sam 
ple book will be sent 
f you'll but ask. Just 
a note on your letter 
head or this coupon 


will do the trick. 


@ENINSUI 


ee ee Sasa eel ——-------- 


PENINSULAR PAPER YPSILANTI, MICHIGAN 
Li ver sar bo< aS€ nf $s a st of nearby merchants 
be interested in seeing 


ver 


cago 5, Ill., selling air conditioning (for 
Carrier) to homes. A unique card to 
get inquiries from home owners was 
mailed just a few at a time (about 
150 a week) with an actual picture of 
recipient's home tipped to the piece. 
Results, naturally, were extraordinary. 
Personalizing at its best. 

We were interested in seeing the 
increase in the number of entries from 
the financial field. Too bad more could 
not win, but judges are limited to one 
from each classification. There was 
enough material to make a series of 
future articles. May come about. But 
banks, savings and loans, and con 
sumer finance companies are definitely 
getting interested in better direct 
mail. 


One financial entry caught the eye 
of all the judges . . . particularly for 
its original copy approach and for the 
analysis of results. When you see the 
porttolio of Associates Loan Company 
(subsidiary of Associates Invest 
ment Company), South Bend, In 
diana ... be sure to examine it care 
fully. It was the only entry (to the best 
of our recollections) that mentioned 
experimenting with the new simplified 
addressing system ( patron mailing). 
More of this in future issues. The 
statement made by ad manager Ger 
ald A. Waindel is a most glowing tri 
bute to direct mail effectiveness. Here 
it is for the record 


mn 
salihed 


is! 


Read those percentages again care 
fully so that you get the exact mean 
ing. The campaign was planned in 
Indianapolis but was mailed from 120 


branch ofhces in 24 states. 


> > > 


Chis must conclude our roundup of 
winners for the present. Other cam- 
paigns will get covered later on. One 
thing is certain . . the 1954 winners 
are a credit to direct mail. They deh 
nitely prove that direct mail has grown 
up. It's a powerful force in all the 
business world. And the end is not 
yet . . . by a long shot. 
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CONVENTION REPORT 


by “The Dissenter” 


Letter to Mary Lou Groves 
Michigan City, Indiana 


(Note t fypist Send n pies to Ruth 
Gardner Harr Porter Gordon Morrison 
Jim» O'Neal, Fred May and others on the 
f if sé g iWwa r the 


Portland, Maine 
October 16, 1954 


The two conventions, Mary Lou, are 
over. Thanks for the flowers and tele 


grams of good wishes. You were 
missed. 

Seems like a year ago ... but it 
was only last Saturday that we checked 


into suite 1318W at the Statler and 
joined the hullabaloo of the Mail Ad- 


vertising Service Assn. convention. 


[his year we broke with precedent 
ind moved out promptiy on the after 
iy of the Direct Mail 


noon of the last d 


Advertising Assn. convention ... not 
Staying for the isual post-convention 
therings with the stayovers and di 
hards. 
Eg Geist, Jim Watson and Elmer 
Lipsett made our speedy departure 
possible by arranging this trip in a 


special car to the S. D. Warren Mills 
in Portland. The tolks who made the 
trip had, in many instances, more fun, 
relaxation and education than they 


picked up at the conventions. 


After inspection of the fabulous 
paper mills, we took a sightseeing trip 
through the Main Standing on 
a clitf at Portland Light House with 
Art Theiss and others . . with the 
waves crashing ivainst tne rocks and 
heavy fog blowing in from the sea, | 
had an idea that ye might like a 
sorta personal report <« the conven 
trons .. . some ol the inside dope 
which isn't ordinarily written by a re 
porter im record ( ention pro 


=) 





Leonard J. Raymond 


1954 Miles Kimball Award Winner 


ceedings. You know . . . the “every 
thing was just fine” stuff. I’m sending 
carbons to other friends. 

The idea really started way back 
last Tuesday night when the DMAA 
board held its annual pre-convention 
dinner for the local committee chair- 
men and other guests. A jovial party. 
During the festivities, Larry Chait pre 
sented a new Oscar to this reporter... 
a bronze boxing glove to symbolize 


“the great dissenter.” Always object- 


ing to something. It was done in fun 
but some people do get the idea 
that we object too much. We certain 


ly object to frauds, bad planning and 
sloppy work .. . but 
frank in praising that or those which 


are equally 


deserve it. I'll mix the praise with dis 
sent in this personal report to my clos« 
triends. If anyone complains to you, 
tell “em “If the shoe fits, wear it.” 
The MASA convention started with 
much enthusiasm .. . but with a 
lower attendance than previous years. 
\round three hundred, I understand. 
Che opening night party was a knock 
out. More good, clean fun and laugh 
ter than I’ve seen in many years. En 
didn’t 


meetings as they are usually limited to 


tertainment perfect. | attend 
members. We just circulate around the 
edges. It didn’t take leng to discover 
that there was plenty o1 trouble under 
tie surface. First off, at the business 
neeting, a group of courageous dis- 
senters refused to accept the recom- 
mendations of the nominating com 
mittee and put up an entirely different 
slate of people who would work to 
make some things better. The new 
slate won after considerable bick- 
ering. The three new board members 


ire: Les W. Gaupp (Advertisers As 
sociates, Pittsburgh), Ralph E. Harris, 


Don W. Hacker 


New MASA President 





Reg Clough, chairman of Judges, 
cate to Lawrence Classon, president of Tru-Balance Corsets, Inc 
while Winged Mercury helps Henry Hoke present 
courageous leadership to both Mr. Classon and Milton Rockmore 





Sr. (Ralph E. Harris Assoc., Philadel 
phia) and Giles B.McCollum (Reuben 
H. Donnelley Corp., Chicago). 


The argument really started because 
of the closely split decision by previous 
board to break off from the DMAA 
and hold separate conventions. That 
is, next year the MASA will meet in 
Los Angeles while the DMAA (for 
benefit of majority of members and 
exhibitors) will meet in Chicago. (Di 
ferent cities scheduled for two or three 
years ahead.) The new board setup 
may change this silly situation. Don 
W. Hacker (The Lettercraft Co., De 
troit) was elected president when Dial 
Elkins (another dissenter) decided his 
health would not permit him to tackle 
the job. Lewis L. Fink (Lewis Adv. 
Co., Baltimore) was made vice presi 
dent. They will have plenty of head 
aches in smoothing over troubles 
and we wish them luck. 


Another bad situation was soon ap- 
parent. The exhibitors were up in 
arms about lack of traffic. On the 
afternoon of the second day I took a 
flying trip around and one exhibitor 
told me I was the first visitor of the 
day. One exhibitor closed down at noon 
and others threatened to move out. 
The reason for the trouble was so 
obvious. The committee 
hadn't 
committee. Approximately 150 speakers 


program 
coordinated with the exhibit 


had been scheduled for the four days. 
One hundred and fifty, too many! ! 
Nearly everyone had speaker-itis, or 
whatever it is that makes people talk 
tco much. Even the questioners from 
the floor. The meeting rooms were a 
block away from the exhibit hall .. . 
and the talk-weary didn't 
have time or strength to visit the ex 
hibits. Old-timer and frank-spoken Ed 
Husen, of Detroit, finally took the bit 
in his teeth and on the morning of the 


delegates 


third day raised hell trom the plat 
form .. . stressing the importance of 


From then on _ the 


the exhibitors. 










presents Best of 





Industry certifi 


his award for 








DMAA ELECTION 
RESULTS 


Eight New Board 
Members Elected; 
Douglas Mahoney 
New Canadian 
Vice President 





Bob Delay 


Dave Goldwasser 





s! business meeting of the 
54 new 
sre the brand new faces on 
Robert Delay 
pe, Atlanta), Perce Harvey, Jr 

Mail Advertising, Los 
Kansas City), Robert Maxwell 
from one 


year terms 


ughs Direct 


erm (extended 
vacancies 


term to fill 


wns (Abbott Laboratories 
following 


Limited, Montreal 


anadian Caucus 


Frank W. Horner 


vice president. He was 





Direct 
jirectors were elected to fill either expired or unexpired terms 
the board 
(American Aijr 


New Holland Machine 


year 


Lewis 
North Chicago) 
constitutional 


Mail Advertising Assn. on the morning 
slate is as follows 

Filter, Louisville), David Goldwasser 
Harvey Advertising, Topeka), Robert L. Hem 
Joseph Magee, Jr. (Old American 
New Holland, Pa.) 
Bringe (Milwaukee Dustiess Brush, 


The full 


Angeles), 
Pau! J 


Kleid (Lewis Kleid Company, New York 


procedure) nominated Douglas 8B 
to succeed Howard S. Mark of Toronto as 


unanimously elected 








ynt of exhibits were a little 


ention planners must realize 
lisregard their chief 
The ex 
kills ex- 
Florida 
Miami 


FO, be« ause pro 


Stubbs builds a hot short 


innot 
financial support. 
too-busy program 

e. (I liked the 


convention in 


1 
weeks a 


attention 
Max 


have a 


rocuses mayor 
helpful exhibits.) 
MASA board 
thead in regaining exhibitor 
the 


half 


dissenters showed 


convention was 
half sunk. 

why convention plan- 
to entertain dele 


Most 


and 


h ive 
night 


night 


club. people 


club another 


Che 


evening 


less said about 
MASA 
You, Mary 


matter 
night 
etter Lou, 


t Be ¥ . as most 


was too 


it) ‘ 
lid. The cellar joint 


was 
the 
stunk or 
it could have 


vainst tire laws), it 


tood was $0-SO, 


would have 


ni 


was another 


The closing luncheon 


long-winded attatr. 


[Too many unnec 


essary speeche ; with too many words. 


It was only saved by the presentation of 
the Miles Kimbal Award for 1954. 
Lew Fink did it nicely and quickly. 


Leonard Raymond, who deserved it 


long before this, accepted graciously. 
And 


From all this griping 
the idea that we 


made a big hit. 
ind dissenting 
may had a 


you get 


32 


bad time. We didn’t. It’s always great 
old and 


around in 


friends . . . to 
mix halls 
Our place was crowded as usual 


to meet new 


the and rooms. 
so was Don Thompson’s, Charlie Goes’ 
and others. The only trouble we had 
the That 
applied to everyone with suites and 
continued through both MASA and 
DMAA The  Statler’s 


bullies were the worst yet. Appeals to 


was with house detectives. 


conventions. 


management had no effect. Why do 
hotels solicit big national conventions 
enforce horse-and- 
regulations? I didn’t see any 
the Statler sleuths 
to close down room parties at a 


and then try to 
buggy 


real disorder, but 
tried 


midnight. Closing doors, 


little 


asking guests to leave. Doors had to be 


after 


left open because it was the only way 
to get ventilation during the Boston 
heat wave. 

| asked 
dick 


public 


ill-tempered-looking 
Statler 


one 


why he was wrecking 


relations by pestering us and 


other guests every fifteen minutes. He 


said in a loud voice: “If you were 
ladies and gentlemen, you would be 
in bed.” I made him repeat it in the 
presence of witnesses. Mr. Statler, who 
invented the slogan, “Your home away 
from home,” would turn his 
grave. Another dick told Ed Mayer: 
“In Boston, decent people go to bed at 
a respectable hour.” Betty Miller, of 
the Mosely gang, had a respectable 
little gathering closed down by a dis- 
courteous (and perhaps illegal) intru 
sion of an assistant manager and two 
uniformed officers. Not once, during a 
week of continual trouble with house 


dicks, did an the Statler 


over in 


executive ol 


Perce Harvey, Jr 


visit us (or other suite holders as far 


as we could find out) to discuss a 
situation which had the whole conven 
in turmoil. The situation was so 
bad that year’s 


DMAA 


Chicago and 


tion 


Charlie Downs (next 


convention chairman) called 


started negotiations to 
change all plans for the convention af 
fecting location, physical layout and 
hotel relations. You'll hear about that 
later. I, for one (and I'll probably be 
followed by others), will withdraw 
from the entertaining program unless 
that the 


not be re 


there are definite assurances 


Boston will 


peated. I agree with Jack Shepard, of 


comic opera 
Peninsular Paper Co., and others that 
future conventions must be limited to 
surroundings. 

Wednesday, 


a big crowd 


more professional 

The DMAA 
October 13) had 
800. No 
tors ... as the 
A really 


new 


| starting 


around trouble with exhibi- 


C rowded. 
hall 


and attractive displays 


aisies were 


beautiful exhibit with 
many 
especially the Envelope Manufacturers 


Assn. But the DMAA 


from lack of oil on the hinges. 


too, 


Petty 


sultere d, 


things, but important. The registration 


desk was in the wrong place. Opposite 


the bar and a long way from both the 


exhibit hall and the staff office. It was 


practically impossible to find anyone in 
authority when they were needed. 


We'll 


practically new staff and they'll 


forgive them . . for it was a 
learn 
this year. They 


from the mistakes of 


were also suffering trom the impracti 


Phe 


porttolios were In a 


cal space layout. award-winning 


room with less 
than half the space needed. The place 
was jammed with “students” taking 
notes. 

I won't attempt to give you detailed 
reports on the 
panels, etc. They will be 
adequately in DMAA 
future Reporters. I'm reporting on the 
Awards breakfast and the elections in 


the October Reporter (a rush job). | 


meetings, speec hes, 
covered more 


bulletins and 


enjoyed meeting Larry Classon, of Tru 
Jalance Milt Rock 
more, who planned the prize-winning 
Scandale campaign. Be sure to study it. 
A knockout. The business meeting ran 


No pre 


Corsets, Inc., and 


smoothly. dissenters to slate 
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Robert Hemmings 


sented by Harry Porter (who couldn't 
Art Theiss 


was elected president, as you'll see by 


get there at last minute). 


October cover. (These convention dates 
drive us and the printer nuts in meet 
ing production schedules.) The busi 
ness meeting suffered (similar to 
MASA) with too much verbiage. But 
the members passed Jess Roberts’ Code 
of Ethics report. The best thing that 
ever happened in DMAA. Will print 
the whole story next month. 

The opening luncheon was the usual 
some of the 
what 


spectacular aftair, but 
head table 


somebody described 


guests got lost in 
- €2e.. (Organ 
ized Confusion). George Olmstead, Jr., 
president of S. D. Warren Co. and 
convention general chairman, was a 
perfect master of ceremonies. A smooth 
style. Some of the speakers got lost, 
too, in a fog of words which delayed 
the afternoon meetings and caused a 
distressing shortening of Helen Murray 
Hall’s case history account for which 
she was flying 6,000 miles to give. 
That sort of stult. 
The first evening s get-acquainted 
cocktail party was a washout as it has 
been for the past three or four years. 
Should be ] 


abandoned or completely 
reorganized. 


Many complained about 
paying $7.50 for one drink and a 
cracker covered with salve. Hope Char 
lie Downs does something about it for 
( hicago. 

I heard nothing but praise for the 
full day Thursday program of Circles 
of Information and Marketplace run 
ning concurrently. If any criticism 


selection of counselors should be 


tightened up. Pre-convention publicity 
should more carefully explain purposes 
and describe information available in 
each division. What to expect, etc. But 
many people profited by the ideas and 
idvice. 

No criticism of the annual banquet, 
except too crowded for good service 
by the waiters. They had a tough job 
a thousand lobster din- 
Orchestra 


serving nearly 
ners. But the Boston “Pops” 
(arranged for by Leonard Raymond) 
was tops. Incidentally, there are get 
ting to be so many pre-banquet cock 


tail parties that this old man just can’t 
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Lovis Kleid 


Douglas Mahoney 


cover them all. Stuck my head in at 
Reply-¢ ), Mosely 9 
and they were 


Tension, ( ‘upples, 
Canadian, etc 
jammed. 

Friday morning sessions made up 
Hallway 


other deficiencies. 


gossip indicated that one session was 


tor any 


worth entire cost of convention. That 
was Bus Reed’s copy panel with par 
ticipants taking down their hair 

and answering questions as they should 
be answered. Mail order and beginners 
sessions equally praised. 

The closing luncheon, as usual, suf 
fered from too much talk. George 
Olmstead deserves an Oscar of some 
kind for his rapid-fire but adequate 
introduction of the head table in less 
than three minutes. 

After the final meeting was over | 
met Doug Mahoney (new Canadian 
vice presideat) on the mezzanine bal 
cony and he took me off to a corner 
to whisper an idea. He confided that 
he wanted to appoint himself as a 
secret committee for next year to take 
the fog out of convention speakers’ 
speeches. I wished him luck . . . and 
said we'd work together. 

One last trip around the exhibit hall 
to see the crates being packed. Down 
stairs for a while at the main entrance 
to say good-bye to friends rushing to 
catch planes or trains ahead of hurri 
cane Hazel. Back up to the suite to 
help pack and for more handshakes 
with last-minute visitors. Then a rush 
through evening traffic to catch the 
S. D. Warren train. Eg Geist checked 
us in a half-minute before departure. 

There are many other little things 
I could tell you about the conventions. 
But they have to be lived to be ap 
preciated. You've lived through others 

so you know. In spite of all the 
. both conven 


crabbing and O.C. 


tions were fine. I dissented on a lot of 
things but there were plenty of 
bright spots. The best part of all con 
ventions is meeting new and old 
friends. Swapping experiences. Getting 
stories. The biggest trouble . . . too 
busy to see everyone we want to see. 
Convention planners of the future 
should follow the hume ‘ous slogan | 
saw in one of the Warren laboratories. 


Bob Maxwell 


“Before you start to louse things up... 
THIMK.” Direct mail users could use 
it, too. Vic Perry, of the Canadian 
Post Office, told us on the train that 
many USA mailers into Canada are 
still enclosing business reply 


cards which can’t be mailed in Canada. 


permit 


Readers’ Digest should have used the 
slogan before they released that silly 
article by Blake Clark attacking third 
class mail. It was the  behind-the- 
scenes talk of the conventions. Did a 
lot of harm to several big mailers who 
happened to hit market same week as 
story. More about that later. In refer 
ring to Blake Clark, someone said: 
“Guys who are not up on a subject 
are usually down on it.” 

Well, Mary Lou .. . that’s about the 
end of it. Standing on the cliff today 
with Art Theiss at Portland Light 
the damn old dreary foghorn and the 
white mist blowing reminded me of 
Doug Mahoney’s secret unofficial com 
mittee. I told Art Theiss about it. In 
the presence of witnesses, he solemnly 
raised his hand and said: “| hereby 
appoint Douzlas Mahoney, DMAA 
Canadian Vice President, to be chair 
man of a special committee to take 
the fog out of convention speeches.” 
“Amend it Art” says I. 
just let Doug take 


“Eiminate 
the last word 
out the fog surrounding the conven- 
Maybe 
speeches.” 
You missed a wonderful week 


tions. eliminate even _ the 


but we'll be seeing you in Chicago. 
And we'll all see whether dissenting 
opinions help to make things better. 

But don’t wait a whole year to come 
visit the Oscar-holding dissenter, your 
reporter HENRY HOKE 

P.S.: Since this couldn't be 
till we got back home, I can add a 
P.S. Train ride back on Warren Spe 


cial train equally delightful. Remind 


typed 


me to tell you later about the story 
tellers. Checked back into Statler for 
night and met a lot of die-hards spend 
ing a strength-regaining week end. 
Got the Ford loaded and headed for 
Garden City, with J. B. Howard (Cur 
tis 1000) and Virginia Parsons as drop 
Weather 
last. Cool and clear. The fog has gone! 


os. BS. 


oft passengers. changed at 


33 





Joe Magee, Jr. 


GIFTS.....FROM THE 
FOUR CORNERS OF THE EARTH 





Reporter's Note: Many times in the past, 
The Reporter has produced interviews con- 
ducted by Lewis Kleid, of Lewis Kleid Co., 
25 W. 45th St. New York 36, N. Y., with 
prominent people connected with the mail 
order field. Lew Kleid has furnished copies 
of these interviews to a very select and lim- 
ited list of his own customers, but he has 
allowed us to give them wider circulation in 
the pages of The Reporter. This month it is 
appropriate to use the interview with Sallie 
Weir, direct mail manager of Around.The- 
World Shoppers’ Club, Newark, N. J... . 
because Sallie's entry in the 1954 DMAA Best 
of Industry contest won one of the prized 
ten Gold Mailbox Awards. This reporter could 
say many glowing things about Sallie and 
her work, but Lew Kleid has perhaps said 
it better in his introduction 





Introduction by Lewis Kleid: 


Frelinghuysen Avenue, 20 

n the heart of Newark in 

industrial building, is the 

s of an international opera 

ich is making big news in the 
ler held. 

Nasrobi. West Atrica, Delhi, 

from primitive villages and 

tan cities at distant corners 

‘lobe pour forth the wares of 

mm artisans tor members of the 

nd-the-World Shoppers’ Club in 

ited States and Canada. 

this vast direct mail pro 

m, blonde Sallie Weir 

vodesty and mild manner hides 

traordinary background in creat 

lanning and producing notable 

| umpaigns. 

irect mail background stems 

from 1% 

\dvertising Manager of National Fore- 


years experience as 
men’s Institute. This company pub 
lishes books, reports, services and let 
ters on industrial personnel problems 
ind sells them largely by mail. Toward 
the end of her association with this 
company they were using direct mail 


to sell 187 separate publications. 


Subsequently, for 6 years she held 


down a man’s job as Circulation Pro 


motion Manager of the /ournal of 
i daily business ne wspaper 


whose subscribers were 
marily by direct mail methods. 

In July of 1953 Miss Weir joined 
the Around-the-World Shoppers’ Club 


which was then about a year old. Since 


Comme? ¢ 


secured pri 


that time the Club has taken into its 
fold three additional organizations 
Shop-the-World Club, World-Wide 
Shoppers’ Club and Around-the-World 
Shoppers’ Club of Canada. 


There is hardly a phase of direct 
mail work with which Sallie Weir is 
not thoroughly familiar. Whether it’s 
copy, planning, purchasing, testing, list 
rentals, scheduling, she is on familiar 
ground. Woe betide the 


who thinks he 


individual 
an put anything over 
And grateful indeed should 


on this gal! 


anyone be who has an opportunity to 


} 


proht by her advice. 


QUESTIONS AND ANSWERS. 


O. Ils the idea of a club selling for 
gifts original with your company? 


A. No 


by many 


it has been done for many 


companies, most ol 


Sallie Weir 


them small. We are doing things on a 


er scalc¢ We telt that 1f we 
1 | 


ive good V ilues and promoted the 1de¢ 


properly we could 


| 
much Dig 


dream of a mem 
: 

bership as iarge ; m t the book 
are \ really new 


ideas in merchandising 


clubs. There 
" 1 

espec ially by 

between 


uilure is in the doing. 


mail. The ditference 


success 


ind 


() Hlow did 


Another mail order venture in 


which the principals were engaged in 
volved purchasing merchandise abroad. 


Che favorable rate of exchange, plus 


the many opportunities to purchase 


gift articles abroad suggested 


unique 


the possibility of a monthly gift serv- 
ice trom different parts of the world. 
Tests were carefully made, 

] ] 


sults justihed going ahead. 


and the re 


QO. How much hi he Club grown 


) 
¢ the two years ifs inception 


\. It is rather difhcult to say how 
much the Clul grown since it 


started, because continual ex 


pirations and renewals. Right now we 


ire concentrating on rene wals, tor Wwe 
believe no mail order business can suc- 
ceed unless reorders in sufhcient num 
bers come in to offset the « of get 
ting an original customer 
Ot course, ' é rettin ne mem 
look upon 
ir best source of profit in 


future, not for the present. 


What percentage of the members 
been acquired from space adver 


\. This 
] 


coraing to 


iries from time to time ac 

, 
seasons, conditions and 
availabilities. For example, when de 


sirable magazine space is available we 
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mfay curtail our direct ma 


il ettorts. On 


the other hand, when especially good 


results come in trom 
slow up on our publicats 


and go in more heavily to 


Naturally, we lean toward 


because we can contre 
in quantities dali 


ol ontracting [fo 


Homes & Garden 

House Beaut fii, et 

one special kind ot publica 

we concentrate. Wur 

pears in the relig« 

mayor magazines plus 
newspaper Wi 


t 1 
rit 


ists Wwe may 


mn advertising 


r direct mail. 


direct mail 


etter, releas 


veekly instead 


ication space 


r the mag 
ising, too 
ot results, 
ind media 


agency, 


| full-page 
iter maga 


five me 


s in Better 
can Home 


ther is no 


tion im which 


ertising ap 
; and many 
Parade, This 

have tound 


iass Maya 


puodiucation 


19 
irect mau 


1elps improve 


rect mail mate- 


1 our direct 
sponsiveness 


We have at 


tion tests 1n 


ind the re 
take for 


other. 


rot 
“ic 


) 
Aip cost 


s of mem 
months to 


$22. The 


term, the less 


ich new mem 


} 
VI 


en he yOINS. 


only for Six 


ree gifts are 


W e do not 


uld be “edu 


ndous induce 


iV 


rv we ll get 


not there yet. 


erseas scours 
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or merchan 


for letters you can sign with pride! 


Nekoosa Bond has a new, whiter, brighter look .. . so that you 
can give a new, more distinguished look to your business letter- 
heads and envelopes. Ask your printer to show you samples of 
Nekoosa Bond’s new white. And ask to see samples of Nekoosa’s 
eleven other attractive colors, too... for easy-to-read, easy-to-file 
office forms and many other uses. 

Nekoosa-Edwards Paper Company, Port Edwards, Wisconsin 


America does business on 


« BOND 
ot 


y 
4 


NIN pays plan with your printer 








Gray amasrc. 


A NECESSITY IN MODERN BUSINESS —— 




















Here’s Another 
Way To Save Money! 


Wherever stapling is done in 
your office ...eor plant... 
STAPL-A-MATIC will do it faster, 
better, more economically! 


STAPL-A-MATIC — stapling is 
effortiess ... uniform ... quiet 
..+fool-proof! No more lost hours 
“banging away” at old fashioned 
staplers. 


it’s Portable — plugs in any- 
where. 


Instantaneous ...no set speed 
er timing cycle. 


Pays for itself in no time — 
cuts costs up to 7O% or more. 











The Automatic Electric Stapler 






































THE <S7vag/ex co. 


776 Fitth Avenue + Brooklyn 32, N. Y. 





Just insert the Work 
Twe Hands deo Much More 





Write for literature 
eee rae a ae rr 
THE STAPLEX CO.. 776 Fifth Ave., Brooklyn 32, N.Y. 
Gentlemen 
) Please send me more information about your 
PL-A-MATIC. 
Please arrange for a no-obligation demonstration. 


























NAME 
COMPANY 
ADDRESS 










Uses Standard Size Staples 
Reloads in Seconds 
Ne Parts te Remeve 











GET THE FACTS! 


PHOTO-ENGRAVING COMPLETELY 
EXPLAINED TO THE LAYMAN 


Now—"‘brush-up”™ with this modern, complete and fully 
illustrated guide to correct photoengraving methods. 108 
poges—Lavishly il'ustrated in black and white, and color 
$2.00 manana ea penenese sen ewer weer wee eweeaee 
co 
— HORAN ENGRAVING COMPANY, INC. 


44 WEST 28th STREET, NEW YORK 1, N. Y. 
Tel. MU 9-8585 * Branch Office: Market 2-4171 










i 
And don't forget Horan's 
oe ” Please send me (prepaid) copies of your 108 poge revised 
t k 
ereund the des l book, “The Art and Technique of Photo-Engraving 
service whether your | My check for $ = encieced 

problem is | 
black and white, | 


benday or color process. 


Nome 
Street 


City 








= SAVE ON ART COSTS 


e «< Easy to use Art Mart art work will 


Swe help you keep costs down quolity 
- J 
a3 

weil 


ART MART SERVICE cote 2 toxe 





up. Good, fresh art work thot will 
save time, pep up printed matter 
Must see to appreciate. Write 
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. ‘ as 

> MAKE ‘EM LAUGH! == An Ad Agency that Loves DIRECT MAIL 
Friendly prospects buy quicker Make 

e A . Many agencies don't want to monkey 

e yours laugh with the het s Have Better e with MAILVERTISING. (Some don’t have the 
Mottoes monthly meilings. Unusuel - r 

. 7 know-how). Direct Mail is mo stepchild here! 
effective economical exclusive. Write " 

for details on your business letterheed . We co-ordinate space advertising with it 

° : “ ” 

° FREDERICK E. GYMER ° Chat Fellow Bott’ 

° 2125 £. 9h $ Cleveland 15, Obie : Leo P. Bott, Jr., 64 E. Jockson, Chicego 

eeeeeeeeeeeeeeeoeeeeeeeeeee 








dise which meets our requirements for 


uniqueness, price, ease of packaging, 
shipping, etc. There are so many prob 
lems involved that before our execu- 
tives make a final decision each item 
is graded on a long questionnaire sheet 
to assure compliance with our exacting 


standards. 





Q). What are the kinds of gifts you 


would not select? 


\. Any that involve sizes, choice of 
color, too controversial, too much bulk, 
too fragile, etc., etc. We avoid articles 
that have to do with drinking, smok 
ing and gambling as much as we pos 


sibly can. 


(). Can you describe some of the 


items selected? 


A. Ceramics from Copenhagen, sil 
ver plated pastry forks from England, 
a crystal dinner bell from Belgium, a 
vase ol perfumed Jordan water trom 
the holy land, a Delft’s Blue lamp 
from Holland. 


Q. How do you overcome the me 
chanical problems of shipping gifts 
from different countries all over the 


world? 












to deal 





\. It’s a headache! You have 
with all kinds of personalities. Our rep 
resentatives have to negotiate in a 
dozen languages. Remember the great 
flood in Holland last year? Just at that 


time we selected and 


were shipping 
ceramic tiles. The water completely 
ruined the shipping containers. Our 
foreign staff had to work fast to meet 
the schedule and saved the day by us 
ing milk containers. It would take a 


LI } 
the troubles involved 


week to tell you al 
in getting goods out of some foreign 
lands. Most of the difhculties are re 
solved by personal contact with sup- 
pliers. 


Q. Is all the shipping done jrom the 


country of the gifts origin? 

\. 100%. We depend upon local re 
sources for suitable shipping contain 
ers; with each package goes a leaflet 
printed abroad describing the history, 


the background ind the romance ol 


the article. Strange and unusual for 
eign stamps add to the glamour and 
the excitement of each month's pack 
age. We don't know how elise to do 
the job. It is probably the most difh 
cult fulfillment problem in the mail 


order business. 
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Q. It seems incongrous, Sallie, that 
an international gift club should have 
its headquarters in Newark rather than 
in Paris, or New York or Washing 
ton. Has the Newark address been a 


handicap? 


\. One of our other clubs uses a 
New York City address, and we 
haven't noticed any benefit trom a 
more cosmopolitan location. We think 
the important thing is what you are 
offering, not where your office is. You 
don't need a Fifth Avenue address to 
sell fashions, and you don’t need a 
New York address to sel] gift items. 


Q. 1 know that you have had man- 


agement engineers working on your 


comple x fulfillment problem. What 1s 


; 


the system you use jor addressing and 


controlling distribution of the monthly 


) 


if 
56° ts 


\. We use the U nderwood-Samas 


punch card system in conjunction with bent a 
| says, “Letterheads by-pass 


Scriptomatic addressing \fter two 


rs Oo constan stuc b Oo oO ° : . ” 
yo Oe ee judgment to make subtle impressions 


people and by the engineers of the 


manufacturers Ol the equipment 


there has not been a completely satis The influence of your letterhead is indirect . . . and 


factory solution of our complex prob for that reason ... more penetrating. It by-passes critical 


| We :; roling . The . : . 

lem. We are struggling ith it The judgment and creates lasting impressions as to the character 

experts are still stumped. We have - : é 
: and purposes of the firm it represents. 

come a long way, but we still have a 


long way to go. For better business impressions, mz.ny leading execu- 

tives use a fine rag content paper by Neenah. They range 
, ‘ " ¢ e 

Q. Just for the record, would you from 25% to 100% tag content and are air-aried and tub- 


describe briefly 1 U nderwood-Samas - e . 

sized for a finer printing and typing surface. 
punch card system and the Scripto ea . . : : 
matic method of addressing They have strength, prestige and enduring beauty. 


The finer grades of Neenah Papers are also used for stocks, 


\. Th asiest way to describe the - , ' 
Phe easic » Aedes velba bonds and other financial papers where prestige must be 


Underwood-Samas system 1s to say it 
resembles the IBM punched card sys combined with permanence. 
tem. The Samas cards are smaller, and 
there is some equipment not available 
in other systems. The sorting machines 


] 


~~ ° ' fis 
ure very rapid and accurate. We type For a letterhead paper with a brilliant blue- 


whiteness, ask your printer for samples of 
Chieftain Opaque or Neenah Opaque. These 


\ 


tne customer's name on the card, and 
iddressing is done from the card by \ 
the Scripto method. No metal stencils papers are specially treated to reduce show 
ire used, through and increase brightness.” 

The cards take only a small amount 
of room and can be sorted at great 
speed. We understand there have been 
several installations by { nderwood- 


“ / pmer 
. ‘ y, y, / 
Samas since ours Was put in. - / lecnuth. 


©. In each gift package, in addition Sa BUSINESS PAPERS 
wont S\WCE \873 


to the leaflet describing th omence o} 


the gift, you also enclose a circular of ' E 
To plan business stationery that 


is PREFERRED, ask your printer 
; for a free copy of the “Neenah NEENAH PAPER COMPANY 
Micah hoy de ure eed 5 | ete Neenah, Wisconsin 
— Agee aw This exceptional book is based 
so costly that it doesn’t always show a on a four-year survey by the 
Neenah Paper Company. 


sell extra units. Is this pro} 
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proht. But it’s a service to cur mem 


bers, and when things flow smoothly 


it's all grist to the mill. 


Q. What ts the time lag between the 
receipt of an order and the shipment 
} 


of the first gift 


be \. The first item may not arrive 
' was for a month or 6 weeks after the mem 
bership is received. This delay is un 
ivoidable because of the time it takes 
INDUSTRIAL LIST BUREAU to process memberships send in- 
structions to our ofhice abroad and then 
tollow through with suppliers through 
PUTNAM, CONNECTICUT ee 
oe \ parcel mailed trom Cairo may 
WAlinut 8-6558 reach the FOCIpOeMe fh two weeks, three 
weeks or six weeks, depending upon 
available transportation as well as the 
loca! method of handling mail. We try 
to schedule the gifts that have to travel 


the longest for the last mailing dates, 
NEW YORK OFFICE oops play ~tagp goons, 


even Ss 


CALL: AURELIA BURGESS * Plaza 5-6825 ©. What } - eae 
J: hat have Deen some of the ot 


J ; / j ) 
er methods to sell memberships 


\. Obviously for multiple business 
gift purposes, also a plan whereby 
travel agents working on a commis 
sion basis take orders across the count 
er; plus sales incentive prizes, and in 
one particular instance a bank which 


uses large scale local advertising at its 











own expense ottering tree member 


ships with initial deposits of $500 and 


up. All our business is, of course, done 
by mail. We employ no salesmen. 
Strangely enough, we have not been 
too successtul with Member-Get-a 


Member offers perhaps because our 


for the Direct Advertiser members do not like to peddle even 


tor rewards 
Yours FREE for the asking 
Over 8000 direct advertisers have found in 


us a “different” source for envelopes and 
Mail-Vertising pieces. How about YOU? 





\. We have no feeling about enve- 


DIRECT MAIL ENVELOPE CO., INC. lope sizes or shapes. Around-the-World 


the Direct Advertiser > } 
star rdizes the square Baronial 


15 W. 20th St.. New York 11, 0. ¥. WA 4-0500 | <nvctope with a personal size not 


sheet. 


The Department Store of ideas for 


Shop-the World uses the Monarch 


velope and an appropriate let 


re. But we use different 


. HARRY VOLK'S NEW JUNIOR < 
How to Sell More "YU I) ka 7 t nclosus 
of Your Products e OR a ag 
men tie in with le COpy approach. 
— — weg A ona yenercey p~ PER have tried and are trying all the 
gain or your prooucts o services e & MONTH ; 


; , ' nal ' 
ne show you how to do this with care- MARRY VOLK JR. ART STUDIO usual ct mail devices and formu 
lit PLEASANTVILLE 10. NEW JERSEY 





d decorative treat 


fully planned letters and promotional 

erature. Over 40 years of writing exper hir have alr ly di \ 
tl tl ’ ay < Cat ( SCOY 

ence is at your service here. Write for de- ‘ — 


obligation DIRECT MAIL ADVERTISERS! nd that is that cleverness alone 


Cut your printing costs! Form let- oa We've had some ' 
EDWARD W. OSANN ters, circulars, brochures, leaflets, and oawnye come back to the let 
175-35 88th Avenue catalogs. Send for estimate en- ter, folder, order blank technique. 
Jamaica 32, N. Y. closing copy. Crescent Printing 
Co. Sta. D, box 25, Dayton 10, O. THE REPORTER 


tailed information without 














Q. Would your membership solicita 
tion mailings be more effective 
} } J ie a 
leased with a Paris or foreign 


mark? 


\. We have experimented with 
mailings from abroad, but even if re 


sults were better, we would stil pre- 





fer to mail from the United States 
Speed the control over mail ng dates 
and lists, and the economy of auto 
matic inserting far outweigh any con- 


sideration of foreign mailing. 
is Color A “Selling Force?” 
Pik aon noord =a ha oo What Colors “Go Together” 
. roe ie ee ae Do All Persons React the Same to Color? 
mailings. We must be able to test and Can A Mailing List Be “Color Analyzed’? 


move fast on big mailings. Ours is a , e es 
ent sai ope, Amer ® Does Color Affect Split/Second Decisions? 


coordinated effort tied in with our 


sources of supply. If we order too much 
merchandise, we are in trouble. If we a 
order too little, we are in trouble. Our e 


direct mail schedule maggn no lati 


ud 0 I c¢ sumill prod c oO . *,? 
ies, Sees eled pesanliaine tae A Copy of This Exciting New Issue of 


delays. We ve tried personalizing again 
and again in the past and have never 


tound it to pay. 
Here, in the current issue of 


ENVELOPE ECONOMIES, you will 


/ 


Q. It's one of the great mysteries o discover an exciting new theory 
mail order how you can get your mem- on the influence and use of color! 
pay cash-in-advance jor mer Without complicated charts or 
se S14 , Ps the s¢ mathemat‘cal formulae, our 
salle distinguished guest author, Miss 


Suzanne Caygill, has set forth 
a theory of color response and 
color use which is easy to 
understand and opens the 
people trust the n zines in which door to an entirely new 

thev se ’ ls. Actually, we might concept of color application 

be better off o1 me” basis in If you would like a com- 
stead of requiring “cash-with-order’ plimentary copy of this 

ind we are testing tl ww. Well stimulating 16-page booklet, 
know pretty soon whether we can reproduced in ful! color 
make more money nm “open fill out and return the 
iccount. coupon below, or mail 

your request on your 

own letterhead 


\. The surprise element an im 
portant factor. Che thril ft getting 
packages from a foreign land ts an 


other. The mailings ook honest, and 


u“ ork 


1] 
yazines pull 





quality mail ord yuyer lists produce 
best. Our audience 1 mong those who 
are travel minded, global conscious and NEW YORK 36,.N. Y. * 522 Fifth Avenue DES MOINES 14, 1OWA * 1912 Grand Avenue 


apprec 1ati\ ot toreig! \ orkmanship. ST. LOUIS 10, MO. ° 500! Southwest Ave. KANSAS CITY 8, MO. 19th & Campbell Sts 


Actually, we'll test almost any mail or MINNEAPOLIS 1, MINN. * 129 North 2nd St FT. WORTH 12, TEXAS $900 East Rosedale 


der buyer list. We are always open to Rush me my FREE copy of your current issue of ENVELOPE ECONOMIES 
suggestions. The Influence of Color”. Thanks! 
NAME 


J >. 
Q. Are you able to use ym piled lists 


successfully? FIRM 


mnisiie ADDRESS 


lists 
CITY ZONE STATE 
~~ Ue © ts, ott en ge OOO Sa ey, OP Ge ont 
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Save $$$ for only 25¢ with 


COLUMBIA 


ENVELOPE KIT 
Plus Mailing 


Cost Calculator 


QUICK Hous 
* Cost of any direct mailing 
* Cheapest method of handling 
* Cost of production and mailing 
* 12 ways to improve results 
* Proper envelope selection 


Another Columbia feature, the Aristocrat 
Side Seam Envelope, permits printing entire 
back of the envelope without seam inter- 
ference. Columbia's design studio and com- 
plete manufacturing facilities assure speedy 
delivery of orders in any style, color or 
size, tinted, striped or embossed 


COLUMBIA ENVELOPE CO. 


2019 N. Howthorne Ave., 
Melrose Pork, Iii. 


Firm 


Address 


Q. How do you go about locating 


new names for your direct mail ef 


forts? 


A. We work with the recognized list 
s 
brokers and look to them to recom- 


mend suitable names. 


Q. Doe vou 


one form of addressing over another 


find any advantage of 


(stencils handwrit 


) 


typewriter or 


ing) 


\. It doesn’t make much difference 
what I prefer. | take what I can get. 
If a list works well enough, I don’t 


; 


care if its addressed in handwriting 


] | 
or on labels. 


found one standard 


better than 


Q. Hat ¢ Ou 
piece of copy which work 


orThers 


\. Our offers are so diversihed that 


we are constantly testing new 


be woklets, 


etc. A good deal of difference in re 


sults is due to the difference in the 


copy, 


new circulars, letters, etc., 


premium offers. This is true of any 


club operation, | suppose. 


; ) 
QO. What do you consider a fair test 
For instance, how many names would 
vou try on a 10.000 list, a 50.000 list, 


1 100.000 dest, @ 500.000 list? 


ad 


\. This depends a great deal upon 
the quality, composition and general 
background of the list we are going 
to test. On lists where we have very 
little previous experience, we start with 
no more than 2,000, regardless of the 
size ot the list 

If we know something about the list 
owner and his business, we might start 
with an initial test of 5,000. We will 
come back with a larger quantity mail 
ing dependent in degree upon the rel 
ative success f the test. What I am 
trying to say that I am neither cau 
tious nor wild. It depends very largely 
on our need tor new names, results of 
tests, and upon our conhdence in the 
ist owner 

©. Do you find one part oj the coun 


try more productive than others 


\. When we buy space in a maga 
zine we take the circulation as it 
comes. Similarly, when we mail to a 
make a cross section test and 


then take the 


list we 
balance, regardless of 
where the names are located. We ope 
rate nationally and we advertise na- 


tionally. 


Q. When ordering lists do you speci 


fy the newest names or do you take 


) 
the list regardless of years 


\. If the lists are available separated 
by years, we test each of the latest years 
separately. Sometimes we find we can 
mail profitably to only 
list. 


parts ot the 


On the other hand, some lists can 


not be segregated by years, and we 


take them as they come with the re 
sult that frequently we cannot use the 
list, and the list owner loses the reve 
reduce 


nue because his older names 


the effectiveness ot his newer ones. 


©. Do you have any feeling about 


; J } 
lists which are available only on labeis 


\. Our only “does it 


pay?” If a list 


criterion 15S 
labels pays, then 
we're glad to names. Not every 


| 
business can al stencil systems. 


Q. De you ¢l 


; 


turn undeliverable 
owners for a 
\. The average 


name is so inadequate that it would 


retund 


hardly pay us to use Post Ofhce Form 


3547 to get back the undeliverables 


— 


sort out the mail by key numbers, and 


then return the misaddressed envelopes 


to the respective owners. In order to 


justify the expense we would have to 


be reimbursed a minimum of 5¢ per 


} 


name. This is another reason for deal 


ing with reliable list owners and estab 


lished list brokers. When lists tail to 
especially after profitable tests, we 
very effort to find out why. 


Do you solicit your former mem 


bers or make their names available for 


entai purposes to other maiiers 


\. We mail to our former members 


constantly, and this is our most pro- 
ductive list. Our expires are still too 
recent to put them on the list market. 
We will not explore this avenue of 
until we have ex 


subsidiary income 


hausted the names tor our own pur 
poses. 


YU. Do you thin this wii be a pet 


f 


cluos 


UusINess , hook 


\. | don't know, o yu We may 
run out of new ite! trot abroad, or 
war may stop tl business cold. We 


ire hoping to enough new and 


desirabie items Keep going a long 


time. 


QO. In what direction do you think 
usiness wilh expand 

\. We have trouble enough now in 

abroad to think 

water. We 


have many ideas, but all of them seem 


fulhlling orders trom 
of getting into more hot 


remote from our present plan of ac 


tion. 
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You ca 


rhe Sucker A” 
Cnt ~ 


1, 
t 


nie Durée 


wan 


Think Mail Propaganda A 
* Pain? So Does Post Office 





some newspapers story about how postal employees ar« 
is reaching major “fed up” with “mail propaganda.” It 
proportions. It 1 so silly. Clippings only gives them a job. 


ire reaching u er the coun 


FX, - ; ’ The Cleveland Press made a big 
Publishers il 1g their editorial . 4 
, story out of a carriers union proposed 
ns with tl | igainst junK 
resolution condemning simplified ad 
all 


The Peekskill (N Y.) Evening Star 


has been particular y violent in lam 


dressing as “junk mail.” Heading 
“Postmen Fight Junk Circulars.” 


basting simplifed addressing and la And so it goes around the countr\ 


venting on the | downtrodden, Seems to be a determined, combined 


ve rburdened po al ers (nobody etfort to hurt direct mail. 


ventions that | I weight car- 


any individual carrier is faxed Some of it originates from the 


limited by regulations) Newspaper Publishers’ Assn. which is 


Brookline. Mass sending scare-the-pants-off-'em _ bulle 
: « ; ‘ tne new pid 
nnn ers) carried a tins to members. One bulletin ga\ 


30,00 in 


nasty svndicated editorial by C. Wil this type of information nection with the Lucky I er Contest 


n mob d r F r seld ‘ 
son Harder. trving prove that third ee ee ee ‘ ymobile ealer in Greenheld, Ma 


f 
class and catalogs are responsible for bulk mailings without addresses has 


1 factory-prepared direct mail pix 
: : the Du k mailing reg 
the postal mess crying that ad n the curtailment of local and national new 


per vertising Som publishers D 
vertisers are making errand boys out ape ac Ising yme publishe re 


definite switches by local advertisers 
space to direct mail campaig: he newspapers were fighting the in 
course, that second cla rates are regul ant radio, which might kill off news 


much lower and ar ! a sub t . . . aper advertising. 
i 


Reminds us of the “old days” when 
the postal carriers Forgetting, of 


S t , ' ther , 
idy” than any other We understand the newspaper pub 

, user | . . 
The Daily Sentinel of Grand Jun Saaelaaliies . i. lishers are bombarding postal ofticiais 
tion, Colorado, ran a completely false with letters complaining about third 
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THIS ISA... 





THIS IS a. 


# AnSwe 


rs below 


If its been a long time since you've seen 
these objects we have an idea that might 
take some of the load off your shoulders 


It revolves around the syst 


ematic use of 


direct mail promotion to help solve sales 


problems that may have been 
working and worrying over 
For instance, if youd like 

some leading companies are 


keeping you 
time 

to see how 
now using 


direct mail to provide leads for salesmen, 


we Suggest you write or call 


FREE FOLDER “Successful Sal 


a 
for our 


es Letters” 


You'll see how our kind of Sales Letter- 
with the built-in reply card - gets better 


results, costs less 


© \SALES LETTERS 


INCORPORATED 





5148 W.23«4 St. 
Telephone WAtk 


New York 11 
ins 9-6028 


COMPLETE PRODUCTION FACILITIES 


[leq Burymod ‘aamoly # 


creative art 


direct to 


booklet on your 





vou! 


Pree “THINKUBATOR” 
rip S ash for your: 
copy of idea-stimulating: 
letterhead. - 








@ BOOKLETS THE 

@ FOLDERS 

© REPORTS ART ¢ oop 
©@ LETTERHEADS © 52 Wall Street 

e IDEAS New York 5, N. Y. 







Send for 


38 Park Pi., 


Illustrated booklet describes how 
Sickles gets pictures and reports 
for Advertisers and Editors 


free copy 


SICKLES 
Photo-Reporting Service 


Newerk, N. J. 


MArket 2-3966 
























with Art Mart ort 





MART SERVICE 


ond keep costs down, quolity up 


Classified, easy 


V2 use, new and fresh every month 
Must see to appreciote. Write 


WRITE. M. Bond 
P.O. Bex 2121 
Delles 2), Texes 
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class mail. Rates are too low . . . ridic 
ulous, etc. The stock answer seems to 
be wrapped around the query: “Who's 
talking?” Third class rates are 14¢ per 
minimum charge 1'4¢ per 
piece; second class (newspaper) rate 
is L¥4o¢ per pound (plus 20%) : 
“e¢ each. One 


pound, 


with a minimum of 
eighth of a cent each. 
Thank fortune there are some calm 
thinkers in all the turmoil. 
The Postmasters Gazette (not a gov- 
publication) for July 1954 
“Sunk” 


ernment 
carried an editorial against the 
terminology. It’s worth reprinting . . . 
for it reflects the thinking of most 
postmasters. 


Third Class Mail Is Not Junk 


The inclination of some of us in the postal 


ervice to refer to third class mail matter as 
unk” does not speak well for our regard 
for the products of our patrons and does no 
established postal vocabulary 


by Postmaster 


credit to the 
This is pointedly emphasized 
William H. Woodard of North 
is inelegant 


Chicago, 
1] } hinks th | “sunk 
I who think c¢ word jun 
when used to designate a commercial product 
that keeps American business active and 

' 
high volume and brings in a substantial part 
if the revenue of the postal service 
To disparage a customer's product or his 


efforts to improve and enlarge his own busi 


ness i certain something less than courtes 


It is also very thoughtless, for if oubietie 


including millions of 


all advertising matter 
catalogs, pamphlets, broadsides, samples, post 
cards, letters, et were diverted from the 
mails to some other means of distribution, 
there would be smaller post offices and few 
people working for the Department 

The fact that thi class matter does not 
ay the full cost of its handling in the servi 
na no clation to ur attitude toward the 
emen of American business which must 
dvertise to live Rate are fixed b law, and 
the law does n efine advertising matter a 

nk 

Whatever stimulates American business or 
romotes the sale and distribution of the 
rocuct t farms, mines, and factories 

nmediatel eflected in postal work and 


i 
revenues, That means jobs for us and mon 


Some very good articles about sim 
plified addressing are beginning to ap 
pear in trade papers. One in particu 
lar is worth reading. It’s by Harry B. 
Coffin in the July 1954 issue of Offset 
Duplicator Review (101 W. 3lst St. 
New York 1, N.Y. 
each). Title: “You Can Use Simplihed 


Addressing.” Gives all rules and ana 


Single copies 40¢ 


lyzes benefits. 

Another 
peared in August 1954 issue of 
can Mercury. See page 85. Anonymous 
writer. “Why the Postal Department 
Will Never Support Itself.” Obvious 
ly written by someone well acquainted 
with inside workings and with the 
abuse of franked and permit mail. De- 
scribes how much work the Post Of 
fice does for nothing. 


article worth reading ap- 


d {meri 















ADDRESSING 
MACHINES 


offer you the only competition 
you can find in the Addressing 


Machine industry. 


Consult your yellow telephone 
book or write to The Elliott 
Addressing Machine Co., 
127 Albany St., 
39, Mass. 


Cambridge, 











DIRECT MAIL AND MAIL ORDER 


COPY 


Writer of Mail Order Letters that 
bring back orders and cas : 
Contacting Letters that create and 
maintain good will between sales- 
men's calls booklets, folders, 
brochures, house organs, circulars that 
de the selling jobs you want them 
to do. Fully indorsed by a nation- 
wide clientele. Winner of two DMAA 
Best of industry Awards Dartnell 
Gold Medal editor of IMP, 
the world’s smallest house organ 


ORVILLE E. REED 


106 N. STATE STREET 
HOWELL, MICHIGAN 








255 Mill Street 


Hold Up That Mailing 


-Until You Read This Report ! 








histories. Get this detailed, five-page report; read 
t and use it before y prepare another ma 
ng! Free to mail-order ex tives for 
now. Gaylord Johnsor Specia ng rde 
Copy, 520 Fifth Avenue, New York 36, N. Y 


qx jr. TRAVELING RAGE 





Ten Hook-On Trays speed up print 

mimeogr apni ng. sorting in 
things moving 
r folder 


aan keer 
a the mail room. Write ¢ 


All-Purpose Metal Equipment Corp. 
Rochester 14. New York 





DUPLISTICKERS. 
for EASY Addressing 
—<—— 


DUPLISTICKERS make your duplicator 
an addressing machine. You can also 
type up to 4 copies in your typewriter 
Package of 25 lettersize sheets (825 
labels) 60¢ at Stationery stores. 


Write today for FREE sample package 


DUPLISTICKERS rau gt pr 
are made only by 


EUREKA SPECIALTY PRINTING CO. 
538 Electric Street, Scranton 9, Pa 


— 
Want To Make Your 
Direct Mail Fund-Raising 
Appeals More Productive? 


Then let me tell you how 
I have helped make other 
appeals more effective and 
how I could help you in- 
crease your direct mail 
percentage of returns and 
net dollar income. 


WILLZANM w. PROFT 


27 Washington P1., East Orange, N. J. 
Rd Mh ln Bn. td 














~ | 
Direct mail and sales promotion 
executive, age 45, with credit 
background and working knowl- 
edge of printing and mailing op- 
erations, desires permanent con- 
nection at five figure salary. Ex- 
cellent copywriter. Expert in re- 
activating inactive custemers. Re- 
tail and wholesale background. 
Will go anywhere... Write Box 
106, The Reporter, Garden City, 
New York. 
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For the benefit of those who are 
seriously studying the Post Office 
especially the newly-formed Division 
of Postal Rates, directed by Dr. I. 1. 
Raines (formerly of University of 
Maryland). We'll insert here a letter 
received from Lance Kennedy of 
Beaverton, Oregon. He worked as a 
postal clerk for 23 years and has 
come up with an entirely new way of 
thinking about advertising (third 
class) mail: 


Dear Mr. Hoke: 


I would like to add my bit to the con 
troversy over direct mail advertising. Recent- 
ly in this area, a local newspaper and later 
a labor newspaper with quite a large circula- 
tion, urged the people to send these letters 
back to the senders without signing their 
names and that by so doing the senders 
of this form of advertising would soon stop 
making garbage dumps out of their mail- 
boxes. And now in your February issue | 
read the article entitled “Another Poor Jok. ' 
which reprinted a letter written by an un 
named Buffalo writer. I think someone is 
missing a big point in regard to this form 
of advertising and also regarding postal deh 
cits. He advocates that direct mail advertisers 
should be made to pay the first class rates 
on their mailings. 

Let us follow a first class letter from the 
time it is mailed until delivery to the ad 
dressee 

Let us suppose it is mailed at the corner 
mailbox. First of all a man is paid to go 
around and collect it from said box. It is 
dumped helter skelter into a large mailbag. 
Handling number one. 

On his arrival at the Post Office it is 
dumped out on a large table and a man is 
paid to “face” it, that is, put them all in 
order with stamps facing the satne way 
Handling number two 

4 man is paid to run it through the can 
celling machine to cancel the stamp. Number 
three 

A man is then paid to give it a primary 
separation. Number four 

A man ts paid to give it a “scheme’ 
tion to the RPO’s. Number five. 


separa- 


A man is paid to haul it to the railroad 
station. Number six 

Placed on the train, the RPO clerk opens 
the bag and gives it a separation to the prop- 
er Post Office on his run or maybe to an 
other RPO where it could be handled again, 
but let us use the first possibility. Number 
seven. 

A man is paid to haul it from the station 
to the local Post Office. Number eight. 


A man is paid to sort the letters to the 
various carriers. Number nine. 


The carrier is paid to stand at his case and 
carefully route the letters into his sorting case 
Number ten. He then has to deliver them to 
the addressee and do it now not some other 
day, rain or shine, heavy mail or otherwise. 
Number eleven. 


So there we have a minimum of cleven 
operations by as many men in order to handle 
a first class letter. ONE letter — revenue — 
three cents. 

Now let us follow 50 pieces . get it 
now fifty. They have to be done up in bun 
dles of 50 all for the same office and carrier, 
of the “junk” they tell about. They are de- 
livered direct by the mailer to the Post Office. 
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Don’t be satisfied 


too easily 


t - 


L 


A good result from Direct 
Mail isn't necessarily the 
maximum result. Maybe you 
should be doing better — 
getting more inquiries, 
more orders, making a 
bigger net profit. We'll be 
glad to put 33 years of 
specialized experience to 
work on the problem 


Write today for free folder 


THE BUCKLEY ORGANIZATION 
lincoln-Liberty Bldg., Phila. 7 











AMAZING W/W CALENDAR-BOOK 
a 


for PLANNING & SCHEDULING - 


Most Needed... 
NEW CALENDAR IDEA 
z= : OF OUR TIME 
S Gives future dates and 
SES" number of days, weeks 
Size 10 x 13”, Boxed ond months — and time 
between, for 12 full months from any day of every 
month . .. Plus 60 future and 12 past monthly calendors 
from every month of the year — at a glance. No count- 
ing. No guessing. No mathematic tricks. 
Beautiful book-style with dork green fabricoid covers, 
gold-stamped, embossed ond round cornered Semi- 
concealed plastic binding. Upper pages hove calendor 
and lower dated spaces for notations. Fine gift for 
top executives. Price only $7.50. 
Order today. Sent on opproval. Pay within 10 doys 
or return if not “Sold”. Bonus poges Bal. 1954 bound- 
in while they lest. 


L. D. BLEHART COMPANY - Publishers 


10 FISKE PLACE MOUNT VERNON, N.Y 








Q@: Where can you get reliable, authentic 
direct mail training material? 


A: Write to The Reporter for a free descriptive 
folder explaining our complete, miniature direct 
mail training program. it outlines 10 feature 
study booklets, each one recommended by ex 
perts. They are available by single copy or the 
complete set in a handsome library case binder 
The free folder gives a capsule review of each 


Write to 
THE REPORTER, Garden City, N. Y 


10V Thomas Collator 
Cost $550. Like new. Best 
offer takes. 
Walter Starnes 


Room 904 — 527 W. 7th Street 
Los Angeles 14, Calif. 

















A Specialized Ad Agency For 


DIRECT SELLING 


MAIL ORDER 
ADVERTISERS 


WANT more rders nq eads fr 

your eds? Need more sales nationally, region 

ally? Many neems grow bigger with 

proper advertising plan 

A SUCCESSFUL newspaper, magazine 

paper advertising ampaigr re 

ads that really Kk and put 

results. ifs whet y say, where 

mad the piar nm and behing advertising 

that make the difference 

EXPERIENCE nts. Let the Mart 
» Agency work with y n developing ef 
tive put at advertising 

nm the right size brings results 

INCREASE your sales. Put 


for y btair 


Advertis 


ng { 
} 
har 


we 


a 

s 

e 
at Ul 

LET us hele advertising 


y rp ‘ advertising ¢ iget 
hands. Car ning always pays 


APPOINT &s to place a y r put ation ad 
vertising. Many s esses. F y recognized 
Member A.A.A.A. Publishers’ rates all pub 


MARTIN Advertising AGENCY 


15 E. 40th St., Dept. 15, New York LE 2-475! 


better 
production 
brings 

better results 


There's a best way to pro- 
duce direct mail. . . 

MASA members study the 
best, most effective, ways 
of production; support re- 
search and fact finding; 
share knowledge of im- 
proved methods. Their ob- 
ject is better results for you. 
When you try to “save” 
money with “cheap” pro- 
duction you tamper with re- 
sults. To check the effective- 
ness of your production 
source . . . Always say, 
“Are you MASA?” 

YOUR BEST SOURCE for: Creative di- 
rect mail campaigns, multigraphing, 
mimeographing, offset and letterpress 
printing, bindery, mailing service 
mailing lists, etc nformation about 
posta! regulations end better direct 
mail results 


For names of MASA 
members nearest you, write 


Mail Advertising 


Service Association 
18120 James Couzens Highway 
Detroit 35, Michigan 


\ 
x 
: \ 
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" 


I 
Yi} 


t ( 

; 
reun 
478 


\ 1 
desk. Number 


gument which 

should be chewed ov by all the edi 

torialists who are caming against 
junk mai 

We repeat again what was said 

more than a year ago when simplified 

iddressing was authorized. If this sys 


em (so successful in Canada) will 


help the Post Office increase revenu 


y it a fal 
ve that it will 


advertising. 
ise it success 
prosper ind news 


iround. 


can't even hurt others in dire 


better oti ill 
mail, such as list owners or brokers. S« 
lective selling to known lists will still 
be best. Simplihed addressing is sin 
ply a convenient substitute for smaller 
organizations which cannot atford or 


be bothered to maintain a mailing list. 


Let’s hope the newspaper publish 
‘ will gradually reduce their exces 
sive blood pressure over the silly situ 


ion. By harping constantly on advert 


THE REPORTER 


LET US, WITHOUT OBLIGA- 
TION TO YOU, RECOMMEND 
TESTED AND PRODUCTIVE 
MAILING LISTS OF MAIL 
ORDER - MINDED PROSPECTS. 


wittaA MADDERN, inc. 


Charter Member National 
Council Mailing List Brokers 


OREGON 7-4747 


215 4TH AVE. * NEW YORK 3, N.Y. 











There’s only 


One 
DICKIE: 
RAYMOND 





DIRECT ADVERTISING 
and 
SALES PROMOTION 


for 33 Years 
* 


Planning 
Writing 
Production 


521 FIFTH AVENUE 
NEW YORK 
SHERATON BUILDING 
470 ATLANTIC AVENUE 
BOSTON 











tising by mail as “junk mail,” they are 
dangerously disrupting public conf 
dence in all advertising, including that 
in their own publications. We are sick 
of the subject . . . and hope you all 
are the same. 


BUT HERE’S 
SOMETHING 
WORSE! 


above had been 
. complaints be 


After the material 
sent to the printer 
gan to come in against an article in the 
October 1954 issue of Reader's Digest 
We rushed out to buy a copy... and 
read “The Sucker List You Can’t Get 
Off” by Blake Clark (starting on page 
35). 


Digest 
heads ex- 


The editors of Reader's 
should have their collective 
amined . . . for allowing such a biased, 
untruthful and 
the light of day. Clark joins the chorus 


championing the overburdened letter 


harmful tirade to see 


carriers when he knows darn well their 
carrying weight is regulated by law. 
He claims that the “unwanted trash” 
of third ciass mail (junk) is delaying 
the delivery of first class (real) mail. 


This low blow to direct mail might 
do some good in the end. We know 
that a number of large publishers are 
up in arms about the article. They use 
tons of direct mail to get subscriptions. 
They don’t want third class mail con 


sidered as junk. 


Reader's Digest itself uses millions 


ot pieces to get subscriptions (esti 


mates vary from 35 to 50 million a 


year). 


Maybe the publishers will get to 
gether and decide that it is dangerous 


to kill the yoose that lays the golden 
egg. 

And, Reader's Digest has a lot of 
crust in inferring that third class gets 
prejere ntial rates and is responsible tor 
the post office mess. The October issue 
ot Reader's Digest weighed exactly 5 
ounces. It is mailed to subscribers 
| 17! » 


class rate of 


million per issue) at second 
lloeé 


20%. One hundred copies of the Di 


per pound plus 


gest weigh 3144 pounds (just under 
carriers’ weight limit). For this the 
post office collects the magnificent sum 
of 31! 1x! l » 


plus 20% or approxi 
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mately 56.4 cents. Just a little over a 
half a dollar for a hundred 5 oz. pieces! 

One hundred third class bulk pieces 
would weigh about 444 pounds (com 
pared with 314%) and would bring 
the post office about $1.50 in revenue. 
Almost three times more per piece 
than the Digest pays for seven times 
the weight! 

Blake Clark Reader's Digest 
should be more cautious about point 
who 


and 


ing at the “culprits” send out 
third mail 
dized by your tax dollars. 

We suggest that all Reporter sub- 


scribers read the October Digest arti 


class and who are subsi 


cle. Then write your opinion to the 
editors. Maybe an avalanche of letters 
will cause them to tell the truth about 
the postal situation. 


. « « Fight in 





plastic! 


QUIZ OF THE MONTH 


Answer 


The character shown on page 8 is Mack 
Beresford, vice president of James Gray, Inc., 
216 E. 45th St.. New York 17, N.Y. Mack 
is one of the best amateur magicians in the 
country. As a hobby, he goes around staging 


magic shows for children especially in 


the underprivileged areas 


There are a lot of amateur 
direct mail circles, as anvone who goes to 
DMAA conventions knows very well, such 
as Luke Kaiser, Bill Wahl, Abe Mitchell, Les 
lic Guest . . and including Harry Porter 
Marquardt & Co. (paper 
elected president of 

Parent Assembly No. 1, of 
American Magicians. And in 
recently ran into another old 


magicians in 


Larry Berman, of 
merchants) was recently 
the New York 
the Society of 

cilentally, we 

tume DMAA amateur magician, John S. Van 
Tennessee. John is now living 
House in New York 


Gilder, trom 
Hampshire 


it the 


your own shop 





Profitable plastic binding 


is now within your reach. New GBC 
Electric and Foot Power equipment 
makes it possible for you to handle pro- 
duction jobs as well as the small custom 
orders. 

Anyone can operate these highly effi- 
cient, maintenance-free machines —no 
training is necessary. 


p FULL-COLOR BOOKLET TELLS 


This richly illustrated booklet shows actual 
examples of colorful Cerlox plastic binding 
and popular GBC Covers . . . typical of the 
type of binding jobs you now can handle in 
your own plant quickly and economically. 
Learn how you can make money doing 
plastic binding yourself . . . You will be 
amazed at the extremely low cost for the 
very latest in GBC plastic and loose-leaf 
binding equipment and supplies—a complete 
binding system unequalled anywhere in the 
world. Write today. No obligation. Address 
General Binding Corp., 812 W. Belmont Ave., 


Dept. pm.jo Chicago 14, Ill. 


COMPLETE STORY 


General Binding Corporation 
Dept. DM-10 812 W. Belmont Ave., 
Chicago 14, Ill. 


Please rush me, without obligation, my free copy 
of the full-color booklet 


NAME 
ORGANIZATION. 
ADORESS 


9 ————— ZONE. STATE 





Rates $1.25 per line (75¢ Situation Wanted) Minimum 4 lines 


CLASSIFIED ADVERTISING 





ADDRL.WING 
OUR LISTS ARE FREE 


Retailers - wholesalers - manufacturers 
Banks - churches - institutions 
We charge only for addressing 

SPEED - ADDRESS KRAUS CO 
48-01 42nd Street 
Long Island City 4, N. Y¥ 


LIST ADDRESSING—Your Envelopes 
or Labels Under $5. per M. Write now 
QUALITYPING SERVICE 
104 East Main St., Gloucester, Mass 





ADDRESSING PLATES 


If you use 
ELLIOTT-type STENCILS 
and want to REDUCE COSTS 
Write to Box 101, The Reporter 
Garden City, New York 





ADVERTISING AGENCIES 


For pulling direct selling mail order ad 
vertising campaigns in newspapers, 
magazines, trade papers, consult Mar- 
tin Advertising Agency, 15 E. 40 St., 
Dept. 33A, N. Y. LE 2-4751. Est. 1923 





BUSINESS OPPORTUNITIES 


Long established successful mail order 
publishing 700,000 
book buyers on stencils. Over 75 ax 


business Over 


tive titles Large monthly rental. Con 
plete mail order and ottice equipment, 
cutting 
machines, 


including stencil machines, 


postage meter addressing 


mac hines, etc ¢ apable ot tremendous 
expan non Desirable lease Ow ner re 
tiring. A bargain at $150,000. Corre 
spondence confidential. Box 263, G 


P.O., New York 1 N. Y 


AS REQUIRED BY LAW 
Statement of the Ownership, Management 


; 


Circulation, etc., required by the Acts 
Congress of August 24, 1912, and March 
3, 1933, of THE REPORTER i Dire 
Mail Advertising 


Published monthly at Garden City, 
York for October 1954 


State of New York, County of Nassau, 55 


Before me, a notary public in and for 
the State and County aforesaid, person 
ally appeared M L Strutzenberg who 
having been duly sworn according to law 
deposes and says that she is the Business 
Manager of the magazine, The Reporter 
of Direct Mail Advertising and that the 
following is, to the best of her knowledge 
and belief, a true statement of the own 
ership management, etc., of the aforesaid 
publication for the date shown in the 
above caption required by the Act of 


FOR SALE 


IBM ELECTRIC TYPEWRITERS — All 


type faces—Pica, Elite, Executive. Re 
built. More information from HARRY 
j. ABRAMS, 331 Emerson St 
Washington !1, D.C 


N. W 





PITNEY BOWES envelope sealer Mod 
el A, serial 4811 Complete Excel 
Cond $200 HARRY J ABRAMS, 331 
N.W. Wash. I1, D. ¢ 


Emerson St., 


Addressograph Machines - | Model 
3405 with many extras and lister, | 
Model 1955 with lister. S.V.D. Catho- 
lic Universities, 316 N. Michigan Ave., 


Chicago I, Illinois 





HELP WANTED 


CREATIVE ADVERTISING AND 
DIRECT MAIL MEN 
Opportunity to join select project. Co 
operative living on club-like 
basis. Indulge own hobbies. Exchange 
ideas for profitable enterprise. Mature 
Dissatished with present living condi 
tions. Write for details. Lower West 
chester locale Box 102, The Reporter, 

Garden City, N. Y 


estate 





LISTS 
CANADA'S BEST MAILING LIST 


250,000 live names on Elliott stencils 


Call your list broker — TODAY 


or Tobe’s, Niagara on the Lake, Canada 


PROFESSIONAL MAILING LISTS 
100,000 Physicians 11,000 Osteo 
paths. 80,000 Dentists. 19,000 Optome 
trists. 11,000 Eye, Ear, Nose & Throat 
Specialists. 12,000 Veterinarians. $10 
per “M” rental on labels. 100% deliv 
ery guaranteed. FRED 8B. FORREST, 
Box 54, Gravette, Ark. (Since 1936) 


August 24, 1912, as amended by the Act 
of March 3, 1933, embodied in section 
537, Postal Laws and Reculations, print- 
ed on the reverse of this form, to wit 


1. That the name and address of the 
publisher, editor, managing editor is 
Henry Hoke 224 Seventh Street, Garder 
City, N. Y¥. That the name and address 
of the business manager is M. L. Strut- 
szenberg, 224 Seventh Street, Garden City, 


N. Y¥ 


2. That the owner is: The Reporter of 
Direct Mail Advertising, Inc., 224 Seventh 
St Garden City, N. Y. The names and 
addresses of stockholders owning or hold 
ing one per cent or more of total amount 
of stock are Henry Hoke, president, 365 
Stewart Ave. Garden City, N. Y., M 
I Burfeind, treasurer, 96 President St 
Lynbrook N. Y¥ Henry R Hoke, Jr 
secretary, 17 Pell Terrace, Garden City, 
N. Y¥ 

3. That the known bondholders, mort- 
wagees, and other security holders owning 
or holding one per cent or more of total 
amount of bonds, mortgages or other se- 





OFFSET CUTOUTS 


Stock promotional headings for repro- 
duction. OFFSET SCRAPBOOK NO. I, 
containing 1500 classified specimens, 
only $3.00 postpaid. It's a rich source 
of practical help and _ inspiration 
Thousands in use. Available also are 
other books containing promotional 
art, cartoons, type fonts, borders, 
panels, holiday art, etc. Most complete 
service in U.S. Free descriptive folder. 
A. A. ARCHBOLD, Publisher, P. O 
Box 20740-K, Los Angeles 6, Calif. 





SITUATION WANTED 
WATCH YOUR SALES GROW—Able, 


versatile sales promotion man _ with 
topflight experience on industrial prod 
ucts, magazine circulation, business 
services. Direct mail that opens doois 
or closes the sale; that spurs salesmen 
or cements goodwill Can organize and 
manage entire program; lists, opy,. 
cost controls, etc Recent DMAA award 
winner. A-| references, age 32, Yale 
grad. Seeks more scope for abilities 
with manufacturer or publisher of busi 
ness service. Box 104. The Reporter, 


Garden City, N.Y 


MAIL ORDER CHIEF — Club Plan; 
IBM; DM; Lists; Schedules: (¢ opy Top 
Volume Record. Wilil change $2004 
Box 105, Reporter, (aar len City, N y 





SPECIAL 


CRASH RADIO MAIL-ORDER SALES 
FOR PROFIT Direct mail is okeh, 
but the mic rophone —oh man! Can 
your product be “aired?” Details free 
CARTER PUBLISHING, BOX 26l, 


Gainesville, Ga 





WANTED 


We'd like to buy a used automatic in 
serting and mailing mac hine tour 
or six station, also a couple good ver 
tical multigraph drums. American Let 
ter Service, i220 W Sixth Street, 
Cleveland, Ohio 


WANTED TO BUY 
ferrable mail order business. ( omplete 
details and terms in first letter, please 
Box 103, The Reporter, Garden City, 
New York 


Successful, trans 


curities are Henry Hoke, president, 365 
Stewart Ave., Garden City, N. Y., M. I 

Burfeind, treasurer, 96 President St., Lyn 
brook, N. Y Henry R. Hoke, Jr sec- 
retary, 17 Pell Terrace, Garden City, N.Y 


i. Paragraphs 2 and 3 include, in cases 
where the stockholder or security holder 
appears upon the books of the company 
as trustee or in any other fiduciary rela- 
tion. the name of the person or corpora- 
tion for whom such trustee is acting; also 
the statements in the two paragraphs 
show the affiant’s full knowledge and be- 
lief as to t ircumstances and condi- 

stockholders and secur 

ot appear upon the 
trustees, hold 


tions under 
ity holder 


book of the o ar as 


tock and curitie 1 a capacity other 
than that yvona fide owner 
L. STRUTZENBERG 
and subscribed before me this 
f October 1954 
Frances Mantel Nota 


Commission expires March 
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Pee SS ee 


: My Mail Order Day 


i By Jared Abbeon 


Ls csceenenanasanebustaabiaeneneanil 


The rush season 1s Starting and as 
old Bill Shakespeare said 


master 


“There's a 
with his 
(Merchant 


post come from my 


horn full of good news. 


of Venice). Anyhow, here it its Octo 


ber and a rising crescendo of orders 


are pouring in. However, as our ac 


countant says, it’s the balance sheet 
that tells the 
running around that you do. 


\ man Mail 


Order to my old highly compensated 


rh 


story not the amount ol 


asked why | preter 


grind of traveling salesman. I showed 


him a copy of a salesmen s magazine. 


Three advertisements for rupture and 
arthritis cures, and one advt. to “Stop 
Smoking.” Enough said. 

A man with a $10 starting deal in 
sends in a 


mail order proposition to 


via imprinted 


Never did see a leal 


sort that paid off for any real percent- 
involved. His 
‘A man I 
mail order business re 


With the 


morning mail, I can 


act as dealers tor his Line 
literature. of this 
ige ol the operators 
opening pitch fascinates us 
know in the 
cently said to me, money I 
take out of my 
buy myself a Cadillac; with the money 


Huic k. 


One 


trom the afternoon mail, a 


That's the mail order business.” 
little thought on that mon is it 
net or gross 

Which reminds me my car just had 
100,000 miles. 
mail. 
Buick 


proht unfor 


a big birthday it hit 
Looked hard at the 


Saw enough orders for a new 


morning 


gross dollars but the 


tunately is more in the kiddie car 


class. 


Our publicity must be hitting. We 


can always tell by the number of these 


“Our editors swooned with delight 


when they saw the innouncement of 


ed rubber babv buge: 
] ] Dal uggy 


your new Tru 


BA 


WRITE FOR 
BOOKLET 


bumpers in some other publication. 
Can we reprint this startling news for 
free, for nothing, as a public service, 
without advertising charges, etc., et 
ad nauseum. Oh yes, P.S.: we knock 
you over the head for a meager $15 
to cover production charges, cut 
charges and the cost of the editors 
beer money.” Well, last week in one 
mail we got five of these $15-a-throw 
letters from one magazine alone. Don't 


they ever give up or is the crop ol 
suckers endless? 

Nomination for the most persistent and 
one of the best written trade magazine 
subscription departments fir Con 
ditioning and Refrigeration News. It 
has been some years since we needed 


this magazine, despite its excellent 
format. But they still keep up a steady, 
readable stream of letters. It must pay 
oft. 

Hot dog, here’s a lad in California 
(the state that produces such superb 
walnuts among other varities) offer 
ing by mail “Forbidden Secrets of the 
Masters.” I quote: “You have the right 
to use the SACRED Knowledge in 
these Monographs for any GOOD 
PURPOSE you choose. INSTANT 
HEALING of body, mind, or spirit; 
INSTANT KNOWLEDGI 
of any subject direct from’ the Cosmic 
Mind to obtain LOVE and happi- 
ness WEALTH IN ANY QUAN 
yeas etc. for pages. 
However, he does give a “WARN 
ING! These FORBIDDEN SECRETS 
are published with the understanding 
that the 


not attempt to use them for any pur 


to gain 
about six 


person receiving them will 


forbidden by law or 
No one 


( ’ ne J , ’ , $9 
uca Pag 


pose conscience 


should ever try to use 


POSTCARDS and 
ADVERTISING 
LITERATURE 
at BUDGET 
PRICES 


‘ou, like Buttersweet (Day and Young), 
can secure postcards and all forms of 
direct advertising literature at budget prices 
day for samples and information 
the nearest Crocker office 


Dept.. R-10 


SAN FRANCISCO, 720 Mission + LOS ANGELES, 2030 E. 7th 
CHICAGO, 350 N. Clerk « NEW YORK, 100 Hudson 
BALTIMORE, 1600 5S. Clinton 








JARED ABBEON SAYS: 


For free lance copy 
writing, publicity re- 
leases and counsel, 
with 


get in contact 


the top man.” 


Franklin €. Wertheim 


179-15 Jamaica Avenue 
JAMAICA 32, N. Y. 
AXtel 7-1200 


‘P.S. Moderate Fees 








ART WORK BY MAIL 


Raymond 
Lufkin 


New Jersey 





























DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $15.00 PER YEAR 














ACETATE SHEET PROTECTORS 


A >. Bardes mpany, ir 437 WN. 5th Street, Milwaukee, Wis 
ADDRESSING 
Ace Typing Service 467 Second Avenue, New York 16, N. Y 
Advertising Enterprises 82-66 Grenfell Street, Kew Gardens, N. Y 
Creative Mailing Service 460 No. Main St., Freeport, N. Y 
Dell Letter Service 61-07 159th St., Flushing, N. Y 
Fair Ma perv ice 417 Cleveland Ave., Plainfield, N. J 
M. Victor 130 Flatbush Avenue, Brooklyn 17, N. Y 
ADDRESSING MACHINES 


pment Co...326 Broadway, New York 7, N. Y 


Addressing Machine & Eq 
155A Albany St., Cambridge 39, Mass 


The FE tt Addressing Machine Co 


aver & Wallingford 143 West Broadway, New York 13, N.Y 
ADDRESSING — TRADE 
Belmar Typing ervice 107-32 104th Street, Ozone Park N. Y 
hapins Typing Service 68-11 Roosevelt Ave., Woodside, N. Y 
ADDRESSOGRAPH PLATE EMBOSSING 
M. Victor 130 Flatbush Avenue, Brooklyn 17, N. Y 
G. W. Weeks 8 Nagele C rt. Merrick, N. Y 
ADVERTISED AGENCIES 
Ad Scribe O. Box 254, North Canton, Oh 
Frederick Asher Advertising 20 N. Wacker Drive, Chicago 6, |! 
The Buckley rganizatior l n-Liberty 8 jing, Philadelphia 7, °a 
The Jay H. Maist mpany on Gospel H Marion, Ohio 
Martin Ad Agency (Direct Selling Ma rder 15 PA. E. 40, N. Y. 16, N. Y 
Roskam Advertising (Ma rder 1430 Grand, Kansas ty 6, Me 
ADVERTISING ag 
Academy Studios 20 Lexington B Jing, Detroit 2, Michigar 
The Art ( f 52 Wall St.. New York, N. Y 
Art Mart Service P. O. Box 2121, Dallas 21, Texas 
Raymond Lufkin 124 West Clinton Ave., Tenafly, N. J 
Ray Thompson Cartoon Stud Box 134, Wyncote, Pa 
Trapkus Art Stud mall Ads 349 Tenth St., Moline, Illinois 


Jr. Art Studio 400 Central Building,Atiant City, N. J 


ADVERTISING BOOK MATCHES 
Match Corporation of America 3433.43 West 48th Place. 
AUTOMATIC TYPEWRITERS 
Typewriter Co 614 N. Carpenter 
AUTOMATIC TYPEWRITING 
Service Ce 11 Stone St., New York 4, N. Y 
117 S. Meridian St indplis 25 nd 
7 So. Dearborn St., Chicago 3, | 
BOOKS 
The Art & Technique of Photo Engraving, Horan Engraving Co., N.Y. 1.N. Y 
— BRIEFS 


Harry Volk 
Chicago 32 


American Automat St., Chicago 22, III 


Ambassador Lefter 


P 
Pat Goheer 


stes (2 R 





Wetmore & Company 15 S. Shepherd Drive, Houston I exas 
CATALOG PLANNING 
stalog Planning Company 1 West 55th St., New York 19, N. Y 


mpany..1056 West Van Buren 5t hicago 


CHRISTMAS STATIONERY 


The New ' npany 207 W. Main St., Arlington, Texas 
COPYWRITERS (Free Lance 

Leo P. Bott, Jr 64 E. Jackson Bivd., Chicago 4, til 

59 Fifth Ave.. New York 36, N. Y 


ladelphia 41, Pa 
Jamaica 32, N. Y 


5600 Ogontz Ave., Pr 
175-35 88th Ave 


Earl M ement. .A-21 Ogontz Manor 


Edward W .Osann 
rville € Reed 106 WN. State St Howell Michigan 
Roskam Advertising (Mail Order 1430 Grand, Kansas City 6, Missour 
Frank Werthein 179-15 Jamaica Avenue, Jamaica 32, N .Y 
, ge 442 East 20th St.. New York 9, N. Y 
DIRECT MAIL AGENCIES 
A an Mail Advertising ‘ 610 Newbury St. Boston 15, Mass 
Homer J. Buckley 57 East Jackson Bivd., Chicago 4, I! 
The Buckley rganization n-Liberty Bidg Philadelphia 7, Pa 
Chase & Richardson r 9 East 45th Street, New York 17, N.Y 
Dickie-Raymond f Sheraton Bidg., 470 Atlant Ave., Boston, Mass 
Dickie-Raymond 521 Fifth Avenue, New York 17, N. Y 
Direct Ma ervices 175 kie Street, N. W., Atlanta 3, Georgia 
Duffy & As ates r 918 North 4th Street, Milwaukee 2, Wisconsin 
The Folks of s0spe! H 400 S. Main Street, Marion Ohio 
Frederick &£ >ymer 2123 East 9th St veland 15 »r 
Harrison Services, Ir 341 Madison Avenue, New York 17, N. Y 
Mailograph Co In 39 Water Street, New York 4, N. Y 
Proper Press, Inc 129 Lefeyette Street, New York 13, N. Y 
Reply-O Products ontral Park W New York 23, N 
Roskam Advertising (Mai! Order 1430 Grand, Kansas City 6, Mo 
bales Letters, Ir 250 West 49th St., New York 19, N. Y 
The Smitt mpany 67 Beale Street, San Francis Calif 
hn A mith & Staff 1! Beacon St Boston 8, Mass 
Carl G. Vienot 134 Summer St., Boston 1} Mass 
DIRECT MAIL EQUIPMENT — ———— s 
All Purpose Metal Equipment 255 Street, Rochester 14 N.Y 
B. H. Bunn Company 7605 South Vincennes Ave., Chicago 20, Ill 
Felins Tying Machine mpany 3351 North 35th St Milwaukee 15, Wis 
Genera! Binding Corporat 308 West Belmont Ave., Chicago 14, | 
Gestetner Duplicator rt 50 McLean Avenue, Yonkers 5, N. Y 
Inserting and Mailing Machines Ph psburg, NJ 
National Bundle Tyer mpany Blissfield, Mich 
The Staplex 733 Fifth Ave Brooklyn 32, N. Y 
Thomas Mechanical Collator rt 50 Church St.. New York 7. N.Y 
DIRECT MAIL — GIFTS 
George E. McWeeney Co 120 Milton Avenue, West Haven 16, Conn 
ELLIOTT STENCIL CUTTING 
Address-O-Rite Stencil & Machine Co...64 W. 23rd St., New York 10, N.Y 
Clear Cut Duplicating Co 149 Broadway, New York 6 N.Y 


Creative Mailing Service 460 North Main St., Freeport, N. Y 


ENVELOPES 


American Envelope Mfg. Corp 26 Howard St., New York 






13, N.Y 


The American Paper Products Co East Liverpool, Ohio 
Atlanta Envelope Co., 1700 Northside Drive, P.O. Box 1267, Atlanta 1, Ga. 
Boston Envelope Co 397 High St Dedham, Mass. 
The Clasp Envelope Company, inc 98 Bieecker St., New York 12, N.Y 


Columbia Envelope Co. 2015 N.Hawthorne Ave 





Melrose Park,!!!. Chicago Sub 





Samuel Cupples Envelope Co., Inc 360 Furman St., Brooklyn 2, N. Y 
Cuppies-Hesse Corp 4175 N. Kingshighway Bivd., St. Lovis 15, Mo. 
Curtis 1000 In Capito! Ave. & Flower St., Hartford 6, Conn 
Detroit Tullar Envelope Company 041 14th St., Detroit 6, Mich 
Direct Mail Envelope Company 15 West 20th St.. New York 11, N.Y. 
Garden City Envelope Company..3001 No. Rockwell St Chicago 18, Ill. 
Gaw-O'Hara Envelope Company 500 N. Sacramento Bivd., Chicago 12, I! 
The Gray Envelope Mfg. Cx In 55-33rd St., Brooklyn 32, N. Y. 
Heco Envelope Company 4500 Cortland St., Chicago, 39, Ili 
McGill Paper Products, inc.... .501 Park Ave., Minneapolis 15, Minn 
Orgier Envelope Co., Inc ; 167 41st St., Brooklyn 32, N. Y 
Rochester Envelope Co 72 Clarissa Street, Rochester 14, N.Y 
The Standard Envelope Mfg. C 1600 East 30th St., Cleveland 14, Ohio 
Tension Envelope Corporatior 522 Fifth Avenue, New York 36, N.Y. 
Tension Envelope Corporation 19th & Campbell! Sts., Kansas City 8, Mo. 
Transo Envelope C 3542 N. Kimbea Av enue, Chicago 18, Illinois 
Transo Envelope 22 Monitor St., Jersey City, New Jersey 
United States Envelope Company be Springfield 2, Mass. 
The Wolf Envelope Company 1749-81 E. 22nd St., Cleveland Ohio 
Wolf Detroit Envelope Company 14700 Dexter Bivd., Detroit 32, Mich 
ENVELOPE SPECIALTIES 
Curtis 1000 Inc Capitol Avenue and Flower St., Hartford, Conn. 
Du-Plex Onvelope Corr 3026 Franklin Bivd., Chicago 12, I! 
Garden City Envelope Co 3001 North Rockwell St., Chicago 18, Ill. 
Tension Envelope Corporation 19th & Campbe Sts., Kansas City 8, Mo 
FOREIGN MAILINGS 
Promotior se Antoni 57-10-C Madria, Spain 
FUND RAISING 
William M. Proft Associates 2 Washington Place, East Orange, N. J 
IMPRINTERS — SALES LITERATURE 
L. P. MacAdams Company 301 John Street, Bridgeport 3, Connecticut 
INVISIBLE INK POSTCARDS 
Morley W. Jennings East Orange, New Jersey 
LABEL PASTERS 
Potdevin Machine Company 200 North St eterboro. N. | 
LABELS 
Dennison Manufacturing mpany Framinghem, Mass 
Eureka Specialty Printing 558 Electr Street, Scranton 9, Pa 
Penny Label Company 9 Murray St.. New York 7, N.Y 
mokins Label Company 1518 Walnut Street, Philadelphia 2, Pa. 
M. Victor 130 Flatbush Avenue, Brooklyn 17, N. Y. 
LETTER GADGETS 
Hewig Company 45 West 45th St New York 19, N. Y 
A. Mitche 11] West Jackson Bivd., Chicago 4, Illinois 
A. August Tiger 545 Fifth Avenue, New York 17, N. Y 
LETTERHEADS 
Brunner Printing Co., In 1$) Jefferson Ave., Memphis, Tenn 
Harper Engraving and Printing Co 283 E pring St., Columbus 15, Ohio 
Peerless Lithogruphing mpany 4313 Diversey Ave., Chicago 39, I! 
Arthur Thompson & ¢ 109 Market Place, Baltimore 2, Md 
MAIL ADVERTISING hg (Lettershops) 
Advertisers Associates, Inc 62 Penr ve., Pittsburgh 22, Pa 
Atlas Letter Service be S. Spring St., Los Angeles 13, Cal 
Automat Mailing Service In 410 Frelinghuysen Ave., Newark 5, N. Y 
Benart Mail Sales Service, inc 228 East 45th St. New York 17, N.Y 
Burroughs Direct Ma Advertising 2617 Broadway, Los Angeles 


Century Letter Co., Inc 
Mary Ellen Clancy Company 
Cleveland Letter Serv 

A. W. Dicks & Co 

Fair Mail Service. 


740 W. Superior Ave., Cleveland 
386 Victoria St 


417 Cleveland Ave 


Toronto 2, Ont., 


Plainfield, N J. 


48 East 21st St., New York 10, N.Y 
250 Park Avenue, New York, 


N. Y 
13, 3 
Can 


The Folks on Gospe! H 400 S. Main Street, Marion, Ohio 
Fulfillment Corp. of Amer 381 W. Center Street, Marion, Ohio 
General Office Service, | 527 6th St., N.W., Washington 1, D.C 
Lee Letter Service 20 East 20th St., New York 3, N.Y 
The Lemarge Company 417 Jeflerson St Chicago — 

The Letter Shop 67 Beale Street, San Francisco, Cal 
Long Island Letter Service 95 Mineola Bivd Mineola, N.Y 
MacCallum Letter Service 7 Ss Dearborn St., Chicago 3, II! 
Mailograph Co., Inc 39 Water St.. New York 4, N. Y 
rrr 200 Adelaide St., West. Toronto 1, Ont., Canada 
Premier Printing & Letter Service 620 Texas Ave., Houston 2, Texas 
Rochester Consumer Advertising Corr 210 Lye Rochester 6, N.Y 
Roskam Advertising (Ma rder 6 West 10th, Kansas City 5, Mo 


216 West Jackson Bivd 
75 West 45th St 


The Rylander Company 

The St. John Associates, inc 
Union County Business Burea 

Woodington Mail Adv. Service 1304 Arch St 


MAILING LISTS—Brokers 
* Archer Mailing List Servi ce 140 West 55th St., 


Philadelphia 


Chicago 6, Ill. 
New York 36, N. Y 
Westfield. NJ 


7, Pa 


New York 19, N.Y 


* George R. Bryant Co N. Y., Inc 595 Madison Ave., New York 22, N.Y 
* George 8. Bryant Co 75 East Wacker Drive, Chicago 1, II! 
* Walter Drey. Inc 333 N. Michiaan Avenue, Chicago 1 Ilinoie 
* Walter Drey, Inc 257 Fourth Ave., New York 10, N. Y 
* Guild Company 160 Engle Street, Englewood, New Jersey 
* Lewis Kleid Company 25 West 45th St.. New York 36. N. Y 
* Willa Maddern. Inc 215 Fourth Ave New York 3NY 
* Mosely Mail Order List Service 38 Newbury St., Boston 16, Mass 
* Names Unlimited, Inc 352 Fourth Avenue, New York 10, N. Y 
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* D. L. Natwick 136 W. 52nd 
Roskam Advertising (Mai! Order 
Sanford Evans & Co. Ltd 165 McDermot 

* James E. True Ass t 419 Ave 


* Members t n f 


4t 


Ma 


MAILING LISTS— Compilers & Owners 
New 


Albert 
Allison 


Liberty Street 


400 Madison Ave 


Mailing Lists 20 
Mailing Lists 


Arrow Industria! List Box 9! nm 
ow St P 
ve Sait 


Associated Advertisir 613 W 
Bodine’s of Balt f 444 t. Be ~y jere A 
Bookbuyers Lists, Inc 3 Bro 
Boyd's City Dispatch, . 114-120 int 23rd St., 
Catholic Laity Burea 45 West 45th Sireet, Ne 
Creative Mailing Serv 460 No. Main St, 
Waiter Drey, in 33 N. Michigan Ave 
Walter Drey, Inc 257 Fourth Avenue New 
Drumcliff Advertising Serv H 
Dunh List Compa 
E-Z Addressing Service 83 

Fritz S. Hofheimer 28 East 22nd 
industrial List Burea. 45 Astor 
Ihe Walter S. Kraus 48 42nd St 
Mapleton Service 339 King 


Market Com st B 1834 Vent 


Washing 
Street 
Place 
s Higt 
Montgomery Engineering Company 8500 - 12 
Official Cath t t ] Barclay 
Paramount Mailing 
W. S. Ponton. Ir - 
Rochester C 
thwestern fF are r Wr L Rya 


S 
| 


DAIL ORDER ‘CONSULTANT 


14 
East 42 


onsum iver na rporation 


ae STATIONERY 
oth & 


ratios Campbell! Sts 


Envelope Corpc 


MESSENGER — 


Tension 


MIMEOGRAPH MACHINE 
Machine & €& ment ¢ 326 Br 

MULTIGRAPH SUPPLIES 
19 So 


Addressing adway 


Chicago Ink Ribbon Company 


Addressing Machine & Equipment 26 Broadway 


PACKAGING | 


Cc 


PAPER MANUFACTURERS 


Paper 
oration 


The Beckett 


Eastern 
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DISCOUNT 


W he n 
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going 


price oO 
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publicity today 
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tioned | 
lo 


we 


tion publication want 0. any of 


these fellows who phon always 


“Send us in your Audited figures. 


right 


say 
That's the 
in dealing 


end there. Remember, 
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for space there 1s 
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and circulation. 
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OCTOBER, 1954 


1430 Grand, Kansas City 
Ave., 


edway, 


en 


Street 
wey 
St 


] 38th Stre 


TRUCKING SERVICE 


Wells St 
MULTILITH & MULTIGRAPH MACHINES 


19, N.Y 

6, Mo 
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(Continued from page 13) 


. and anxious to help Americans who 
have advertising agency dealings south 
of the border. Mr. Stanton’s address is 
Apartado Postal 9488, Mexico 1, D.F. If 
you need Mexican agency information 
write and ask him to send you AMAP’s 
booklet listing member agencies. 


eee 


[) A GUIDE explaining How To Get 
The Most From Match Book Advertising 
is offered by the Match Industry Infor- 
mation Bureau to aid advertising and 
businessmen in planning effective match 
book advertising. Design ideas, attention- 
getting ideas, unusual distribution meth- 
ods for circulation and other pointers are 
outlined. You can get a free copy by 
writing to MIIB at 500 Sth Ave., New 
York 36, N. Y. 


£7) 


[] THE LATEST BOOK OF “CLIP 
Book” art from Harry Volk, Jr. Art 
Studio is a beauty. His Second Annual 
of All the Best Clip Book Art has 24 
classified sections of different line draw- 
ings with most everything from an- 
nouncers to seasons. Its 56 pages contain 
hundreds of spot illustrations ready for 
use. Cost of the book is $10 which in- 
cludes full reproduction rights. Write to 
Harry at 22 West Verona Ave., Pleas- 
antville, N. J. 


eee 


[] MORE SHADES OF “YOON YUN” 
are evident in the oriental treatment of 
a folder mailed to shippers by Air Ex- 
press Agency, 219 E. 42nd St., N.Y. 17, 
N.Y. It’s titled “The Miraculous Ex- 
perience of Kie Fo.” Seems Kie Fo was 
a Chinese Mandarin who used an odd- 
looking aircraft known as an aerostat 
to transport his merchandise around the 
middle of the 19th Century. The folder 
gives Kie Fo’s 1954 impressions of Air 
Express facilities a la “Yoon Yun” type 
of copy. 





eee 


[| “HOW TO BUILD SUCCESSFUL 
EXPORT PROMOTIONS” by S. J. 
Rundt (in our August issue) was most 
interesting but not complete, says Lyle 
Fowler, circulation manager of Interna- 
tional Markets magazine . . . who won- 
dered why his publication was over- 
looked in the article as a list-building 
source. The monthly magazine’s Interna- 
tional Trade Inquiries section lists names, 











addresses and commodities of foreign 
firms wanting to buy, sell or represent 
U.S. products. Subscription is $5.00 per 
year. Address: 99 Church St., New York 


8, N.Y. 
JJ) 


(1) 35,000 HEAVY DUTY TRUCK 
OPERATORS are the target for a new 
monthly campaign of three self-mailers 
made by Autocar Div. of the White Mo- 
tor Co., Exton, Pa. Mailed at 30-day in- 
tervals between calls of regular salesmen, 
each is a 9°x5%” offset folder printed 
in four colors . . . pointing out an out- 
standing advantage of Autocar construc- 
tion. Two similar campaigns in the last 
two years have brought good results for 
Autocar. Gray & Rogers, Philadelphia, 
is the agency. 
eee 


[) AMERICAN TRADE ASSOCIA. 
TION EXECUTIVES moved to new 
quarters this month . . . will occupy ex- 
panded space on the 8th floor of the 
brand new Association’s Building at 
1145 19th St., N-.W., Washington, D.C. 
ATAE is currently running a campaign 
to raise funds for a complete manage- 
ment library which will be an archive of 
association management information. 
Their goal is $25,000. We hope they 


make it. 
JJ) 


(1 GLAD TO SEE Albert Frank-Guen- 
ther Law, Inc. (advertising), 131 Cedar 
St., New York 6, N.Y. give direct mail 
a big play in the July-August issue of 
their h.m. Views with Interest. A three- 
page lead article titled “What Can Di- 
rect Mail Do For You” outlined a few 
A&-GL d.m. successes, pointing out how 
they got that way. More evidence that 
agencies are paying more attention to 
direct mail. 
e@ed 


[]) PHOTORITE is the name of a new 
line of pre-sensitized photo offset plates 
and related chemicals now being mar- 
keted by the Davidson Corporation, 29 
Ryerson St., Brooklyn 5, N. Y. Avail- 
able for all machines, Photorite plates 
will be sold by Davidson’s fifty distribu- 


tors. 
£3) 


(1) INTERESTING READING: Bausi- 
ness Service Bulletin No. 41, published 
by the U.S. Dept. of Commerce, Small 
Business Administration, contains a good 
summary of information on “Selling By 
Mail With Limited Capital.” Worth- 
while primer for mail order beginners, 
prepared by Joseph H. Rhodes of Dept. 
of Commerce. You can get a copy from 
your nearest Small Business Administra- 
tion field office (check phone book) or 
from the Dept. of Commerce at Wash- 
ington 25, D.C. 
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MOSELY TEAM SERVICE CAN BOOST YOUR PROFITS! 


IF YOU HAVE MAILING LISTS... customers . . . inquirers . . . prospects . . . on plates or stencils 





you can net about $10 per thousand for addressing envelopes for non-competing MOSELY large-volume 


Mail Order Sellers . . . obtained for you on commission by the wide-awake MOSELY SALES TEAM, 


one of five teams on its toes for you. 


Exclusive registration of facts about your lists with the friendly 
MOSELY GANG gives your lists added nation-wide contact and 


promotion eee without cost lor you. 


Send full details about 
SIMONE A. CYR ANNE BRADFORD 
Manager, List Research your lists. sample ads 
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